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Sign on South Dearborn street: 
It Pays to Look Well 
Lapy BARBERS 
Nobody should know better than 
the lady barbers. 


vgy¥sey 


The Illinois legislature has passed 
a bill legalizing handbooks. This may 
not improve the breed of the thor- 
oughbreds, but it is almost certain 
to benefit the health of the book- 
makers. 
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When a movie audience begins 
crashing the prizes in the screen 
variation of keno, the nervous by- 
stander knows that it should have 
been called Screamo. 


, FF 


Now that attendance at the movies 
is being stimulated by Screeno, 
premiums, etc., they will soon be 
able to attract a crowd without 
bothering to show the films. 


7 Vv F 


Straw Hat Day was a flop. The 
trade did its best, but the weather 
bureau refused to cooperate unless 
there was a bigger discount for 
members of this guild. 


7", 9 F 


In fact, all the weather man con- 
tributed to the opening of the straw 
hat season, in most sections of the 
country, was a nice wet blanket. 


7, FF F 


The textile manufacturers are 
worrying about the end of the NRA, 
but what they should really be 
worrying about is how the bathing- 
suit manufacturers manage to make 
sO many garments out of so little 
cloth. 
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Variety says that Metropolitan 
opera is going in for feminine war- 
blers with more b. o. No, you 
guessed wrong—it’s box-office ap- 
peal. 

a ae 


Gillette is going to string along 
with Max Baer as its radio hero 
until the end of the schedule. They 
figure he’ll be remembered until 
July 25, anyway. 


> FF F 
The late John E. Kennedy used 
to write most of his copy late at 
night, Charley Mears recalls, with 
the aid of steaming cups of black 
coffee. And you can bet it wasn’t 
Sanka. 
> - ¥ 


Coffee that puts you to sleep is 
being featured successfully in the 
ads, but after all most of the people 
you know need something to keep 
them awake, don’t they? 


7 F = 
Franklin D. Roosevelt was as- 
sistant secretary of the navy in 
1918, so you can’t blame him for 
adopting as his political slogan, 
“Give until it hurts.” 


vvy 


With all the radical legislation 
now being passed and proposed at 
Washington, those who still regard 
themselves as plutocrats know ex- 
actly what is meant by capital pun- 
ishment. 

> 3 & 


It must be great to be a poli- 
ticlan these days. All you have to 
do is to think up new ways to spend 
money and new ways to.extract it 
from the taxpayers, 

Copy Cus. 


POMPEIAN CITES 
HARM WROUGHT 
WITH COSMETICS 


Launches Test Campaign in 
Pittsburgh 


New York, June 21.—Pittsburgh 
women have been confronted with 
the question, “How Much Damage 
Have Cosmetics Done Your Skin?” 
in a campaign being tested by the 
Pompeian Company, in which the 
cosmetic manufacturer cites specific 
skin injuries arising from the use 
of cosmetics, 

It is probable that the test may 
lead into a general campaign, but 
to date executives have not decided 
definitely. Full pages in newspa- 
pers were utilized for the opening 
blast of the campaign. In the re- 
mainder of the test, large space 
will be employed, probably quarter- 
page space once a week. The 
Pittsburgh Press and Sun-Telegraph 
are carrying the copy. Topping & 
Lloyd, Inc., is the agency. 

“Dermerosion” is the enemy as- 
sailed in the test. The word is de- 
fined in copy as “the progressive de- 
grading of skin texture produced by 
harmful chemicals in cosmetics.” 

The full-page advertisement illus- 
trated conditions produced by harm- 
ful ingredients in cosmetics: scali- 
ness from zinc chloride in an astrin- 
gent, enlarged pores from starch in 
powder, irritation from bismuth in 
powder, and dry skin from zinc 
oxide. Almost life-size faces of four 
women are shown, each expressing 
worry and alarm. 


An Alarming Tale 


“Listen,’ copy states. ‘Does it 
startle you to know that ‘coincident 
with the increased use of cos- 
metics, there has been an alarming 
increase in the number of local dis- 
eases of the skin?’ (A leading skin 
authority wrote that.) 

“Does it amaze you to hear that 
every busy dermatologist in the 
United States has hundreds of cases 
a year of skin ailments directly 
traceable to cosmetics? (Another 
dermatologist wrote that.) 

“Does it astonish you to know 
that irritation, pimples, blackheads, 
enlarged pores and dry, scaly skin 
that leads so swiftly to wrinkles, 
are often the result of wrong or 
strong chemicals in the very cos- 
metics you depend on to protect 
your skin? Yet this is the unvar- 
nished truth.” 


“Got Fed Up” 


Pompeian copy in Pittsburgh tells 
that after more than 25 years of 
making beauty preparations, the firm 
two years ago “got so fed up on the 
hokum in cosmetic advertising and 
careless use of chemicals in cos- 
metics,” that it closed its “labora- 
tories for the time, and concen- 
trated the entire energies of the 
Pompeian scientific staff on trying 
to do what cosmetic chemists said 
couldn’t be done—make a PURE, 
free-from-harmful-chemicals line of 
beauty preparations that did what 
beauty preparations were supposed 
to do. . . Protect and not undermine 
a woman’s loveliness.” 

The company tells of investigat- 
ing’ many preparations tracing the 
erosive effects of various chemicals. 
The headlines feature an announce- 


(Continued on Page 21, Col. 2) 


TELLS WEIGHT STORY 


NATURALLY SKINNY 


Championship | 


Reveals Secret of His Startling 


KELPAMALT GETS 
BIG DIVIDEND ON 
BRADDOCK FIGHT 


Reaps Braddock Benefits 
“Before and After’’ 


New York, June 21.—While the 
new heavyweight boxing champion, 
Jimmy Braddock, has made no defi- 
nite plans about lending his fame 
to advertisers at a price, he prob- 
ably set a precedent in taking no 
chances of losing out, by an adverse 
decision, on a share of the adver- 
tising dollar. 

An associate this week said that 
Jimmy will probably put the matter 
of advertising contracts in the hands 
of an agent, whose name may be 

(Continued on Page 20, Col. 5) 


New Federal Liquor 
Bill Is Introduced; 
Beer Copy Stirs Ire 


W&shington, D. C., June 20.—Or- 
ganized temperance forces as well as 
administration leaders have become 
exceedingly critical of liquor adver- 
tising, following discontinuance of 
the Federal Alcohol Control Admin- 
istration due to its alliance with the 
old NRA. 

Recent advertising efforts have 
provoked stormy protests against 
advertisers’ tactics. These reactions, 
it is believed, may lead to drastic 
action. 

The Board of Temperance, Prohibi- 
tion and Public Morals of the Meth- 
odist Episcopal Church has issued a 
statement declaring that the “liquor 
traffic continues to violate every 
sense of propriety and decency in its 
greedy fight for profits.” Especial 
attention is called to a take-off on 
Lincoln’s Gettysburg address in a 
nation-wide broadcast “advertising 
a certain brand of beer.” 

The board’s criticism was leveled 
against Ben Bernie, who burlesqued 
the speech in a recent Pabst pro- 
gram from Hollywood. The Federal 
Communications Commission re- 
ceived a deluge of letters from 
Lincoln admirers protesting against 
the Bernie program, it is said. 

Attempts are being made to frame 
some effective regulation to continue 
the powers formerly administered by 
the FACA, under Chairman Joseph 
Choate, Jr. A difference of opinion 
exists as to whether control should 
be vested in a division of the Treas- 
ury Department, or a _ separate 
agency. 

Cites Baby Picture 


The recent use of baby pictures to 
advertise Budweiser beer has been 
used to warn Congress of what may 
be expected should the situation 
continue for an indefinite period. 

Reports to Chairman Choate indi- 
cate that the situation was getting 
out of hand, it is claimed. While 

(Continued on Page 20, Col. 1) 


Last Minute 


News Flashes 


Louisiana to Take Newspaper Case to High Court 
New Orleans, La., June 21.— Federal Judge Borah has granted the 
state of Louisiana the right to appeal to the United States Supreme Court 
in the newspaper tax case which was recently declared unconstitutional 


by a three-judge federal court. 


The law would place a tax on the gross 


advertising receipts of all newspapers with 20,000 or more circulation 


weekly. 


Liquor Advertiser 


New York, June 21.— Gardner 


pointed for liquor brands controlled by McKesson & Robbins, Inc. 


Appoints Gardner 


Advertising Company has been ap- 
The 


line includes 14 well known items, such as Wm. Jameson’s Irish whisky, 
Old Crow and Sunnybrook. William L. Ledwith is account executive. 


Rollin Ayres Joins San Francisco Agency 


San Francisco, Cal., June 21.—Rollin C. Ayres, for the past 17 years 
director of advertising and sales promotion of Zellerbach Paper Company, 
and one of the founders and first president of the San Francisco Advertising 


Club, has joined James Houlihan, Inc. 


, Advertising Agency as vice-president. 


Mr. Ayres, who is also a past president of Pacific Advertising Clubs 
Association, will continue to serve Crown-Zellerbach Corporation as adver- 


tising counsellor. 


Modern Magazines Promote Young 
Chicago, June 21.—Glover M. Young, who has been on the Western 
sales staff of Modern Magazines for more than a year, has been appointed 
Western manager, with headquarters in Chicago. He succeeds Ed F. Lethen, 
who has joined the Western sales staff of Macfadden’s Women’s Group. 
Charles Lethen, a brother, has joined Modern Magazines. 


Washington, D. C., June 20.—The 
administration’s bill to continue fed- 
eral control of the liquor industry 
has been introduced in the House by 
Chairman Doughton of the ways and 
means committee. It would write 
into permanent law fair practice 
provisions of existing liquor codes, 
together with other restrictive pro- 
visions already in effect. 

The bill would make the Federal 
Alcohol Control Administration a 
unit of the Treasury Department, 
and would continue, insofar as pos- 
sible, under Supreme Court rulings, 
former methods of effective control. 

As a complementary step, the 
House judiciary committee reported 
favorably the Celler bill to protect 
“dry” states under the 21st amend- 
ment. The purpose would be to 
afford individual states only that 
amount of federal cooperation de- 
sired in keeping liquor out of their 
territory. 

The Doughton bill, said to carry 
President Roosevelt’s endorsement, 
utilizes the permit system for the 
control of all liquor, and provides for 
control of advertising, labeling, and 
use of trade marks. The following 
phases are covered: 


Outline of Bill 


1. The control of distilling alco- 
holic beverages, importing or ship- 
ping them in interstate commerce, 
as well as wholesale liquor dealing, 
would be under FACA jurisdiction. 

2. Unfair trade practices outlined 
in codes are legalized, except for pro- 
visions relating to hours and wages. 

3. “Tied-house” practices, exclu- 
sive outlets, commercial bribery, 
consignment sales, would be pro- 
hibited. 

4. The right of the FACA to define 
permissible labeling procedure, trade 
names, and advertising, is included. 
Only the broad outlines are specified 
in the bill, with definition of false 
testimonials and similar practices 
left to the discretion of the admin- 
istrator. 

5. Within 60 days after passage of 
the act, it would be unlawful, with- 
out a permit from the administrator, 
to engage in the importation of 
spirits, wines or malt beverages, to 
ship or sell them directly or indi- 
rectly in interstate commerce, to dis- 
till spirits, produce wines or malt 
beverages, and to rectify or blend 
them. After Jan. 1, 1936, the busi- 
ness of buying for resale of the fore- 
going would be subject to license. 

6. Basic permit holders would be 
issued new permits. 

Section 5 of the bill, “Unfair Com- 
petition and Unlawful Practices,” 
prohibits commercial bribery and 
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consignment sales, and trade and 
brand name piracy. It also includes 
broad regulations governing label- 
ing and advertising. Under its pro- 
visions, no distiller or dealer could 
be required to buy exclusively from 
one firm, nor could a dealer or dis- 
tiller hold any interest in the prem- 
ises of a retailer, rent or furnish to 
the retailer, any equipment, fixtures, 
supplies or money, pay on behalf of 
the retailer for any advertising, 
guarantee any loan for the retailer 
or extend to him more than usual or 
customary credit. 

It would be illegal for a supplier to 
offer or give any bonus, premium or 
compensation to any officer, employe 
or representative of a trade buyer, 
under the clause prohibiting com- 
mercial bribery. Beverages could not 
be sold on consignment or “on any 
basis otherwise than a bona fide 
sale,” if the practice would restrain 
or prevent transactions in interstate 
commerce. 

The administrator would prescribe 
conditions of labeling, advertising 
and use of trade names to prevent 
misleading of consumers as to the 
identity, alcoholic content, process, 
analysis or other relevant facts. 

Under the terms of the bill there 
no longer will be any prohibition 
upon the sale of liquors in bulk. 

Violations of the law would entail 


fines of not more than $1,000 for 
each offense, but with the approval 
of the Attorney-General, the Admin- 
istrator would be enabled to compro- 
mise the liability arising out of vio- 
lations upon the payment of not in 
excess of $500 for each offense. In 
the case of repetitious violations pro- 
vision is made for a consent decree, 
to avoid multiplicity of criminal pro- 
ceedings, enjoining the repetition of 
such violations. 


NBC Salesmen Convene 


Approximately 50 sales executives 
of the three sales divisions of the 
National Broadcasting Company will 
attend an “NBC sales management 
convention” June 24-25 at the West- 
chester Country Club, Rye, N. Y. 
The conference is the first of its kind 
to be held by NBC. Discussions of 
current problems from the NBC 
standpoint and broadcast advertising 
in general will be conducted. 


Cook to Agency 


A radio department has_ been 
added to Richardson-Oswald, , Inc., 
Cleveland advertising agency, with 
Arthur Cook in charge. Mr. Cook 
was recently production manager of 
WSPD, Toledo, and was formerly 
associated with WXYZ, Detroit, and 
WHK, Cleveland. At one time he 
was radio editor of the Cleveland 
Press. 


Humidaire and 
Old Gold Tied 


In Promotion 


New York, June 21.—A successful 
premium offer of a Humidaire and 
five packs of Old Gold cigarettes 
was made recently by P. Lorillard 
Co., Inc, in a “get acquainted” 
move involving a rather high sales 
unit for this type of merchandise, 
especially when cigarette price war- 
fare in some sections has depressed 
prices. 

This was a single effort to extend 
Old Gold’s circle of friends. In the 
American Weekly of Jan. 9 800-line 
copy illustrated the Humidaire, 
which keeps 40 cigarettes fresh, and 
five packages of Old Golds. The 
combination was priced at $1. Only 
by use of the coupon could this offer 
be snapped up, and then only until 
July 15. 

The unit price, executives recog- 
nized, placed definite limitations on 
the results which could be expected, 
especially when cartons are selling 
at as low as $1.05, when they should 
be $1.25 to $1.29. A week or so 
before the offer was announced, the 
ending of the NRA brought a low 


BABY'S PICTURE STIRS PROTESTS ON COPY 


ps 


‘To make 


own 


udweiser 


THE NATURAL DRINK 


sustIS BEER 


yeast cells must be fed 
just as carefully as babies 


Since the yeast disseveries of the great Freach scientist, Louis Pasteur, 


thee period, we see to It thet the yeast cells get just the right amounts 
of the various food values they need. Thus, BUDWEISER ts slways 
uniform —is faves, bouquet, carbonstion, eater, clarity, and purity. 


Ha the brewing of BUDWEISER, nothing is left to 
chance. By clock and thermometer, every process 
is controlled. You will always find in BUDWEISER that 
matchless bouquet that is the envy of all brewers. 
BUDWEISER is always rich in the flavor of the pick 
of each year’s barley crop. Always 
BUDWEISER lives up to its age-old 
reputation—the one beer that sets 


™ Noth 


‘The very first sip tells all who try it 
why the world-wide demand for 
BUDWEISER built the world’s lar- 


gest brewery. 1 
ANHEUSER-BUSCH, ST. LOUIS \j 
Capra ms, Ante am a, 


DISTRIBUTORS 


ANHEUSER-BUSCH. INC. New Vork branch. 3rd St. and Lith Avenue. MEdsilion 3.0500, 
JACOB ADAMO. INC. 534 Ray Street, Stapleton, S. 1. N.Y. 
MAMILTON DISTRIBUTORS, INC, 0906 Ridge Boulevard, Brocka, N.Y, 


ISLAND SALES CORP.. INC. 114-116 Mam St, Hempsceed, N. Y. 
baa = y ~ DISTRIBUTORS, INc, Weetchenter Ave. and Bloomingdsle Reed, White 


The Anheuser-Busch advertisement which was criticized because of 
the picture of the baby used in it. (Story on Page |.) 


price in some stores of 64 cents a 
carton, or just four cents clear of 
the tax. 

Humidaire is a new invention 
which, according to a certified pub- 
lic accountant, whose’ testimony 
after visits to ten New York stores 
was published in the “get ac- 
quainted” advertisement, was _ sell- 
ing at $1.25 and more. Hence the 
value of the merchandise offered for 
$1 was placed at $2. The Humidaire 
was not inscribed with the brand 
name and the supply was limited. 
Lennen & Mitchell, Inc., is Old 
Gold’s agency. 


Pledge Maintenance 


of Wages and Hours 
Nine St. Louis breweries utilized 


- large space June 19 in the St. Louis 


“Send my resignation to the home office immediately— 
1 can make more money farming here in lowa!’”’ 


lowa farm income for the first three months of this year was 43% 
higher than in the same period last year and led all states. Total 
farm income 1934, 435 million dollars; 1933, 306 million; 
1932, 285 million. Reach Top-Third buyers in this rich market 
at lowest milline rates in lowa through dominant advertising in 
The Des Moines Register and Tribune. 


Globe-Democrat, Post-Dispatch, and 
Star-Times, to announce that bene- 
fits to their employes derived from 
adherence to the NRA, would not be 
diminished because of the decision 
of the Supreme Court. Officials of 
four unions of brewery workers also 
signed the advertisement. 

The brewers who advertised their 
maintenance of former standards 
were Anheuser-Busch, Tie., Columbia 
Brewing Company, Griesedieck Bros. 
Brewery Company, A. B. C. Brewing 
Corporation, Falstaff Brewing Cor- 
poration, Hyde Park Breweries Asso- 
ciation, Inc., Carondelet Brewing 
Company, Gast Brewery, Inc., and 
Schorr-Kolkschneider Brewing Com- 
pany. 


L. H. Browne Dies 


Lyman H. Browne, 68, pioneer Mil- 
waukee advertising man and former 
advertising representative for the 
Wisconsin Daily Newspaper League 
and the Wisconsin Weekly Press As- 
sociation, died June 13 at his home 
in Milwaukee. He served as adver- 
tising manager of the old Milwaukee 
Daily News for 17 days, and for the 
Catholic Citizen for 11 years. He is 
survived by his wife and four chil- 
dren. 


Lanvin Starts Campaign 


A new campaign on Lanvin Per- 
fumes, imported by Maurice Levy, 
New York, will be launched imme- 
diately by Donahue & Co., Inc., New 
York agency, which has just acquired 
the account. Lynn Farnol is ac- 
count executive. The five-month 
drive in class magazines and roto- 
gravure sections will reach a peak 
before the holidays. 


Drug Control 
Act Passed in 
Connecticut 


Hartford, Conn., June 19.—A “re- 
tail drug control act,” governing the 
advertising and sale of drugs and 
cosmetics and including a stop-loss 
provision, has been passed by the 
Connecticut general assembly and is 
awaiting the expected signature of 
Governor Wilbur L. Cross. 

The measure provides that no drug 
retailer shall use any misleading 
advertising or secretly give anything 
of value to a customer for the pur- 
pose of influencing a sale. Inac- 
curacy in advertising, claims of gen- 
erally underselling competitors and 
selling upon a condition which in- 
velves a lottery or element of chance 
are specifically barred. 


Controls Prices 


It is made a violation of state law 
for any drug retailer to sell any 
drugs, medicines, cosmetics, toilet 
preparations or drug sundries at a 
price below the manufacturer’s whole- 
sale list price per dozen, and in the 
case of biologicals or other products 
which are not customarily sold in 
dozens or greater lots, at less than 
the manufacturer’s wholesale list 
price per unit. 

Retailers may sell at less than list 
prices imperfect or actually damaged 
merchandise or bona fide discon- 
tinued lines of merchandise if ad- 
vertised, marked and sold as such; 
merchandise sold upon final liquida- 
tion of business and merchandise 
sold or donated for charitable pur- 
poses, or sold to physicians, dentists, 
veterinarians or hospitals, but not 
for the purpose of resale by them. 


Fine Provided 


A fine of not more than $500 is 
provided for each violation, thus 
giving the act adequate “teeth.” The 
measure, sponsored by the Con- 
necticut Pharmaceutical Association, 
retail druggists’ trade group, gives 
the fcrce of Connecticut law to the 
most vital fair trade provisions of 
the now defunct retail drug code of 
the NRA. The bill, however, was 
not designated as a “code” in any 
sense. 


Everybody reads the Rotogravure 
Picture Section especially 


Baltimore Sun — Boston Globe 
Times—Chicago Tribu 

Dealer—Detroit 
Philadelphia Inquirer—Pittsburgh Press— 
St. Louis Globe-Democrat—Was Star 


eekly 


Current Circulation 
6,068,300 families 
Largest circulation 

any medium. 
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ADVERTISING AGE 


@ Oneonta, N. Y., 190 miles from New York 
City, bas 3,468 families who read 1,247 copies of the 
Sunday News. Coverage, 36%. It is reached by the 
Delaware © Hudson and the West Shore railroads. 
Home of the New York State Normal School and 
Hartwick College. Population, 12,536. This is a view 
of Main Street, in the shopping section. 


Oneonta is a railroad town, 

Divisional terminal of the D. & H. 

And site of the Delaware & Hudson’s main- 
tenance shops. 

It speaks the language of the railroad men 

Wholive by schedules and cherish fine watches, 

The peak-capped engineers and sweat-shirted 
firemen, 

The uniformed conductors, collectors, flag- 
men and brakemen, 

Overalled switchmen, machinists, mechanics 
and blacksmiths, 

Car carpenters, spring makers, electricians and 
old gaffers 

Who tap the axles on the Limited. 


Geography makes Oneonta exclusive, looped 
around by hills, 

Cut off by the Catskills from the populous 
Hudson Valley, 

Only urban stopoff from Binghamton to 
Albany. 

But there’s nothing exclusive about Oneonta 
people. 

The newsboy on his route knows everybody, 

And the customers know him. 

No slums or snooty subdivisions 

Break the population into classes, and rare 

Is the fence dividing one garden from the next. 

For Oneonta is proudly 96% native American, 

Proud of its town and the town’s institutions, 

The normal school teaching teachers for half 
a century, 


Hartwick College, and the 30,000 books in 
Huntington Library. 

Proud of Wilbur Park, with its swimming 
pool for the kids, 

Proud of its big league ball park, the zoo in 
Neawha Park, 

And the Oneonta Country Club, and the 
winding Susquehanna. 

On his off day, too, the railroad man 

Goes hunting in the hills, fishes for trout in 
mountain streams. 

The Oneonta folk find a lot to live for, 

And a lot to live with. The Main Street shops 

Are smart and busy, and the savings banks 

Hold $5,232,654 in deposits, which means 

An average balance of over $1,500 for every 
family! 

Which makes this middle class town a mighty 
good market! 


SUNDAY 


NEW YORK'’'S 


Tribune Tower, Chicago * Kohl Building, San Francisco 


One hundred and ninety miles lie between 

Oneonta and New York City; but of 
Oneonta’s 3,468 families, 

Some 1,247 read New York City’s preferred 
Sunday newspaper, 

And give the Sunday News advertiser a 
coverage 


Of 36% of all the families in Oneonta! 


Oneonta is only one of some 119 cities, 

Cities of better than 10,000 population, 

Where the Sunday News reaches more than 
20% of the families! 

Never before have so many urban people read 
one newspaper. 

Never before has one medium delivered so 
many customers 

In one small compact market. 

And never before has any medium reached so 
much purchasing power, 

So many families with better than national 
average incomes! 

Never before, again, has any medium delivered 
so choice a prospect package 

At such a piffling cost! 


NEWS 


) PICTURE NEWSPAPER. 


* 220 EAST FORTY-SECOND STREET, NEW YORK CITY 
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ADVERTISING AGE 


June 24, 1935 


Death Takes Oliver 


Gilbert P. Oliver, export manager 
of the Champion Coated Paper Com- 
pany, Hamilton, O., for three years 
prior to his retirement in 1933, died 
June 18 in Jewish Hospital, Cincin- 
nati. 

Before becoming associated with 
the Champion Company he was ad- 
vertising manager of the Ault and 
Wiborg Varnish Works, Inc., Cincin- 
nati, and for a time looked after the 
company’s South American interests. 
While serving in that capacity, with 
headquarters in Rio de Janeiro, he 
was vice-president of the company. 


Gets Bread Account 


The Commander-Larabee Corpora- 
tion, Minneapolis, has appointed 
Hays MacFarland & Co., Chicago, to 
handle advertising of a new retail 
bakery merchandising plan. Sunfed 
5-Vitamin bread and other bakery 
foods will be advertised in metro- 
politan newspapers and on the radio. 
The campaign was recently initiated 
in Chicago. 


N. A. M. T. Issues Magazine 


The National Association of Mar- 
keting Teachers has issued the first 
number of National Marketing Re- 
view, official organ of the association. 
Offices of the new publication are 
at ad Cathedral Ave., Washington, 
D. C. 


Process Taxes 
Are Held Foe 


Of Advertising 


Washington, D. C., June 21.—Can 
advertising reconcile the consumer to 
higher meat prices? This is one of 
the questions being pondered by the 
AAA as the result of the current re- 
bellion by meat packers and con- 
sumers. 

Packers contend that the hog proc- 
essing tax has forced prices so high 
that it has made advertising out of 
the question. This argument was 
given point this week when a delega- 
tion purporting to represent consum- 
ers of New York and Chicago ap- 
peared to add their protest to that of 
the packers, threatening what 
amounts to a boycott of meat. 

While the AAA has no intention of 
going into the advertising business, 
some of its executives feel that if the 
situation were explained to consum- 
ers in paid advertising, the resent- 
ment would disappear. 

In the meanwhile, packers are re- 
sorting to legal action to prevent col- 
lection of the processing tax. A num- 
ber of cases are already before the 


courts and others are in the making. 

The meat industry in general takes 
the attitude that the hog processing 
tax will eventually be declared un- 
constitutional. But before this hap- 
pens, many packers, especially those 
doing an exclusive pork business, will 
have been exterminated, they assert. 

The trade also asserts that the 
AAA, which was lenient about pay- 
ments before the momentous decision 
of the Supreme Court in the NRA, 
has become extremely hard-boiled re- 
cently, forcing the packers to take 
protective action. 


Oswald Agency Moves 


The Oswald Advertising Agency, 
Inc., Philadelphia, has moved to new 
and larger quarters, in the Insurance 
Company of North America Bldg., 
Sixteenth St. and The Parkway. Me- 
gow Model Airplane Company and 
the Frankford Laundry, both of 
Philadelphia, have appointed the 
agency to direct their advertising. 


Gets Stock Food Account 


Reincke-Ellis-Younggreen & Finn, 
Inc., Chicago, has been appointed to 
handle advertising for the stock food 
division of Glenmore Distilleries 
Company, Inc., Louisville and Owens- 
boro, Ky. Farm publications will 
be used. The agency also places ad- 
vertising for the parent company. 
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Space Buyers 
covering a 
important 


Don’t take anything for granted in Balti- 


more. Investigate: Check 


lation gains. Check city circulation. Check 
class circulation. Check total mass circu- 
lation. Then you will understand why ad- 
vertisers gave THE NEWS-POST the 
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e-Check Baltimore 


largest lineage increase of all United 
States newspapers in 1934. 


For 35c a line (milline $1.75) The News- 


Post carries your advertising to 201,059 


alone 


recent circu- 


and figures. 


families—by far the greatest circulation 
ever attained and maintained by a Balti- 
more newspaper. 


In the ABC city zone 


The News-Post gives you 84.6% 
coverage—reaching 170,062 out of 200,843 
families every day.* 


Before you build your next schedule, re- 
check Baltimore. 


Ask for the latest facts 


NEWS-POST 


Baltimores Outstanding Vewspaper 


Represented Nationally by Hearst International Advertising Service 
Rodney E. Boone, General Manager 


* Except Sundays. The Baltimore 
American has the largest circulation in all the 
- « » 229,832 and still going up. 


. South 


Sunday 


RETAIL GROCERS 
PLAN OFFENSIVE 
AGAINST CHAINS 


AAA Amendments Meet with 
N. A. R. G. Criticism 


Indianapolis, Ind., June 20.—The 
National Association of Retail Groc- 
ers today committed itself to a war 
to the finish with corporate chain 
store organizations, at the closing 
session of the association’s 38th an- 
nual convention here. 

Through a resolution, the conven- 
tion pledged association members 
to wage a battle of “buying powers,” 
if necessary, in order to obtain 
heavy chain store taxes in each of 
the 48 states. 

Adoption of the resolution fol- 
lowed a heated discussion in which 
a number of grocers charged that 
the chains “intimidated” members 
of state legislatures by threatening 
to cease buying products from those 
states in which heavy chain taxes 
are imposed. 

The resolution pledged that as- 
sociation members will combat these 
alleged tactics by coming to the 
rescue of any state in which such a 
situation developed, by concentrat- 
ing their buying power in that state. 

The resolution, introduced by the 
California delegation, was said to be 
the direct outgrowth of a situation 
which developed when a chain store 
tax law was introduced in the Cali- 
fornia state legislature. W. G. 
Buchanan, California, headed the 
resolutions committee. 

The N. A. R. G. also adopted a 
resolution which recommended set- 
ting up of machinery to provide in- 
dependent retail grocers with in- 
formation regarding the sources of 
supply from which chain organiza- 
tions make their purchases. 


Ask National Conference 


Action was delayed on a plan for 
the protection of the small indepen- 
dent retail grocer, calling for a con- 
ference of independent retail deal- 
ers to formulate a five-year program 
including an educational pro-cam- 
paign and appropriate legislation. 

The North Carolina Food Deal- 
ers’ Association submitted the pro- 
posal in the form of a resolution, 
which was withdrawn at the closing 
session, after the association’s res- 
olutions committee recommended 
that the proposal be referred to a 
committee for further study. 

The association also adopted a 
resolution opposing sale by manu- 
facturers of products directly to 
their employees. 

Opposition to proposed amend- 
ments to the Agricultural Adjust- 
ment Act was expressed in a state- 
ment issued by the executive board 
of the organization. If processing 
taxes are found to be unconstitu- 
tional, “the excise tax, which in a 
non-legal and non-technical sense is 
really a sales tax, will automatically 
be placed upon food and cotton 
clothing,” the board stated. 


Johnson a Speaker 


Gen. Hugh S. Johnson, at the 
opening session Monday, stoutly de- 
fended the recovery act, ridiculed 
the revised NRA, attacked ‘“chisel- 
ers,” and advocated a private groc- 
ers’ code enforced by the power of 
public opinion. 

Private codes cannot be made 
compulsory unless desired by a ma- 


jority of those concerned, Gov. 
Paul V. McNutt of Indiana told dele- 
gates at the annual convention ban- 
quet last night. “If voluntary action 
fails,” he said, “then I suggest that 
you go to your state officials and 
legislatures and demand what you 
want. The independent merchant 
will have his share of sunshine in 
the better day.” 

The N. A. R. G. took steps 
toward formation of a nation- 
wide voluntary code for the reg- 
ulation of the entire food industry, 
at the closing session of its conven- 
tion today. 

Under the proposal as outlined in 
a resolution, the machinery neces- 
sary for administration would be 
set up under and financed by the 
national food and _ grocery  dis- 
tributors’ code authority which func- 
tioned under NRA. C. F. Jansen, 
Washington, is chairman of that 
code authority. He was formerly 
secretary of the N. A. R. G. 


Want New Laws 


The resolution pointed out that 
the next step toward setting up such 
a code would be enactment of the 
Nye-King bill by Congress, amend- 
ment of the Federal Trade Commis- 
sion Act to give legal status to trade 
practice conference agreements and 
rules, and securing support of the 
Federal Trade Commission in de- 
claring unlawful any unfair methods 
or deceptive acts or policies di- 
rectly or indirectly affecting com- 
merce. 

D. A. Affleck, Salt Lake City, was 
re-elected president of the N. A. R. 
G. Others re-elected were Charles 


E. Smith, Dayton, O., vice-presi- 
dent, and G. A. Bartel, Council 
Bluffs, Ia., treasurer. H. C. Peter- 


son, East Chicago, Ind., is secretary- 
manager. Directors include John 
Polhaus, Baltimore, Md.; Frank 
Foy, Quincy, Mass.; Herritt Vander 
Hooning, Grand Rapids, Mich.; Fred 
Marty, St. Louis, Mo.; and H. H. 
Sack, Oakland, Cal. 

Hosts for the convention were the 
Indianapolis Retail Meat Dealers’ 
and Grocers’ Association, and the 
Indiana Retail Grocers’ and Meat 
Dealers’ Association, the National 
Food Brokers’ Association and the 
National Retailer-Owned Grocers’ 
Association, with 89 separate unit 
organizations and more than 20,000 
stockholders. 

The 1936 convention of the N. A. 
R. G. will be held in Dallas, Tex., 
it was decided. 

A report was made on a survey 
by the Gallup Research Service, 
Chicago, on general business con- 
ditions among the nation’s grocers. 
It was found that business has im- 
proved, and that in many places, 
business has grown to “very good” 
proportions. 


CKLW May Be Outlet 


for Mutual System 


W. E. Macfarlane, president of 
Mutual Broadcasting System, has an- 
nounced that CKLW, of Windsor, 
Ont., and Detroit, will become the 
Mutual’s Detroit outlet this fall, if 
the Canadian Radio Commission ap- 
proved. WXYZ, which has been the 
Detroit member of Mutual, will join 
NBC on that date. 

If the plans go through, Canadian 
programs will be brought to the Mu- 
tual system by CKLW. WLW, Cin- 
cinnati, WOR, Newark, and WGN, 
Chicago, complete the chain. 


Stibolt Appointed 


V. A. Stibolt, Hammond, La., has 
been appointed manager of the adver- 
tising and trade extension depart- 
ment of the Southern Pine Associa- 
tion, of which H. C. Berckes is secre- 
tary-manager. Mr. Stibolt was for- 
merly assistant general manager of 
the Natalbany Lumber Company, 
Hammond, and affiliated companies. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
bound Sth edition of ‘Reserve Illustrations."” Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U.S. only) if you prefer. 
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ADVERTISING AGE 


Its Always 


“LADI ES DAY" 


a 


in New Yorks most 


ARTHENTS = = 


uy asc os ea 
| osconation | ppenes ER PENNY HOME | MAKERS’ DEP/ DEP) 


scheduled for the coming week: 


HOMEMAKERS —Mark om oo“ 
hi to do! You are all most c 
teleate tn the following ‘ectures and demonstrations 


on your calendar of 
ordially invited to par- 


Cool. Comi 
Furniture Covers 


IS MORNING AT 8:45 +— 
ag O'CLOCK: Prudence Penny 


ba! AFTERNOON aes 
"CLOCK: Mave you made 
Jour. plans to attend the spe- 
cial * "Electrical Summer Pre- 


dence Penny 


show you 


will 
how to create wide variety 
salads for every occasion 

possibilities of the salad bowl 


are endless. 


If you would 


w how to use it in prepar- 
on dozens ‘of health-giving 
additions to the menu, be sure 


THIS 18 TO CERTIFY THAT 


os A FOUNDER MEMBER OF THE 


New York American Homemakers’ Club 


mee ross cuartTes 


An organizanon 
od ane advancement 


Siler Marte hehe bow 


VINS for Miss Elsie E. Wil- 
aon’s brilliant series of talks 
on “Charting the Family 


 . 
Thursday afternoon, June 6, at — 


Gedicaved ve the service of the community 


‘of the incerese of the Americen home 


“ sucantaat 


interesting Newspaper 


That’s why the New York American 

topped all New York newspapers in 

retail food advertising during May 

—l'¢ separate features for women 
alone. 


five years of outstanding progress the 

American has anticipated the growing 
demands of women for beauty, fashion, 
housekeeping counsel. Women’s features, 
edited by such first-line experts as Pru- 
dence Penny whose mail from her readers 
exceeds 1,500 letters per week, Prunella 
Wood and Alice Hughes, have expanded 
to a complete daily women’s department 
with as high as six pages in the Friday 
editions. 

Eighty thousand women sent in dress 
designs for “Tillie the Toiler” within the 
past three weeks, 

Further proof of the American’s in- 
tensive feminine appeal is crystalized in 
the Homemakers’ Club, which since Jan- 
uary has enrolled over 15,000 active 


housewives . . a powerful group to have 
in your favor! 


This broader editorial policy is a 
vital consideration when weighing the 
American’s circulation, with its 99,000 
gain in five years. New York American 
readers are better advertising prospects 
because the paper holds their attention 
longer! 


Retail food advertisers especially got 
this point. During May they bought more 
linage in the American than any other 
New York newspaper. 


All of which suggests that advertis- 
ing rate books do not define the Amer- 
ican’s extra values. But shrewd advertisers 
will not overlook them, 


New Mork 
Awmetican 


‘New York’s Most Interesting Newspaper’ 


CIRCULATION DAILY 324,316 A. B. C. 
Larger, for example, than the Herald Tribune or The Sun 


CIRCULATION SUNDAY 1,110,687 A. B. C. 
A larger city and suburban circulation than the Times and the Herald 
Tribune combined 
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Patterson New 
Publisher of 


‘Farm Journal’ 


New York, June 21.—Graham Pat- 
terson, for many years owner and 
publisher of the Christian Herald, 
has become associated with The 
Farm Journal, Philadelphia, as 
president and publisher, it was an- 
nounced this week. Mr. Patterson 
assumed his new duties immediately 
and has severed his connection with 
the religious journal. 

A new board of directors was 
elected to govern the affairs of the 
long-established farm paper, which 
several weeks ago was snatched from 
the uncertain fate of a creditors’ 
auction sale. The new directors are 
Mr. Patterson, C. A. Musselman, 
head of the Chilton Company, and 
John Blair Moffett, Philadelphia at- 
torney. Charles F. Jenkins, owner 
and active in The Farm Journal's 
management for many years, Arthur 
Jenkins and Sydney Jenkins remain 
as directors. ; 

The company plans to establish 
offices soon in Chicago and New 
York and to carry on an aggressive 
program of rebuilding. The July 


issue already reflects the new poli- 
cies, in that, with 32 pages and 
covers, it is twice as large as the 
June issue and is printed on better 
paper and with an improved grade 
of ink. 


Patterson Tells Plans 


Chicago, June 21.—Graham Patter- 
son, new publisher of The Farm Jour- 
nal, said that with ample finances 
available, the noted periodical will 
embark on an aggressive and drama- 
tic program designed to emphasize its 
position in the field. 

He pointed out that in addition to 
the Jenkins family, whose history is 
almost synonymous with that of The 
Farm Journal, the paper has the sup- 
port of the Pughs, of oil fame. 

In addition, P. E. Ward, long iden- 
tified with The Farm Journal as pub- 
lisher, will continue with the paper 
in an active capacity. 

“The Farm Journal, as heretofore, 
will be thoroughly national in scope,” 
said Mr. Patterson. “Its circulation 
has already reflected the improved 
position of the farmer. 

“Editorial policies will be aggres- 
sive. The Farm Journal will be made 
more attractive physically. It will es- 
tablish its own branch offices 
throughout the country, in charge of 
men who will be able to give sound 
advice to advertisers.” 


SALE OF RADIO 
TIME STILL ON 
UPWARD CURVE 


NBC and oBS May Sales 
Total $4,000,000 


New York, June 21,—Network 
broadcasting revenue during May 
continued well ahead of the corre- 
sponding month of 1934, thus giving 
the chains an unbroken record thus 
far this year of monthly increases 
over last year. The total time sales 
of both chains for May were $3,978,- 
968, according to National Advertis- 
ing Records, an increase of more 
than $200,000 over the May, 1934, 
total, which was $3,731,060. 

For the first five months of this 
year, time sales aggregated $22,200, 
319, while during the corresponding 
period of 1934 they were $18,906,420. 

Of last month’s sales, Columbia 
Broadcasting System’s share was 
$1,287,455, evening programs ac 


is the job. 


advertised products. 


These women do no housekeeping. They do 
not cook nor buy vacuum cleaners or refrigera- 
tors. They have no husbands, 
homes. They are not part of the market for most 


But they do go for the fiction magazines in a 


She Doesn’t Look at the Menu 
—Knows It by Heart 


She calls the waiter, “Tony”. And Tony knows 
her as a “regular”. Millions of lonely working 
women “‘eat out at hash houses.” Their homes 
are furnished rooms. Their sole interest in life 


no children, no 


It furnishes a big, selected, concentrated, 
growing market of: prospects. 


NEEDLECRAFT 


The Home Arts 


NEW YORK, BOSTON, CHICAGO 


big way. There are ten million of them according 
to the 1930 census, enough to water the circu- 
lation of all magazines to an appreciable extent. 


Needlecraft prints no fiction. It automatically 
eliminates the women engaged in industry. But 
it attracts irresistibly 700,000 homebodies by 
confining its editorial matter to needlework, 
foods and cooking, housekeeping and similar re- 
lated home arts. 


MAGAZINE 


* 
Sandan so HOB day Mahe» dey | 


£ Aer hell long remember Let hum unde hue eller apt 


This Father's Day copy is typical of a 

series of full-page newspaper advertise- 

ments being run bv Rich's, Inc., Atlanta 

department store, as a means of instill- 

ing confidence in minds of customers 

when they read the store's direct sales 
messages. 


counting for $945,820 and day pro- 
grams for $341,635; National Broad- 
casting Company’s share was $2,- 
691,513, evening programs being re- 
sponsible for $2,101,973, and day pro- 
grams for $589,540. 

The largest user of network time 
during May was Procter & Gamble 
Company, which spent a total of 
$227,022, divided as follows: Camay, 
$29,752; Chipso, $55,316; Crisco, 
$43,191; Dreft, $7,708; Ivory soap, 
$43,774; Oxydol, $47,081. 


General Foods Second 


In second position was General 
Foods Corporation, with total expen- 
diture of $220,307. This was divided 
into’ G. F. cooking school, $11,630; 
Jell-O, $35,311; Maxwell House cof- 
fee, $63,950; Post Toasties and bran, 
$109,416. 

Third place went to Colgate-Palm- 
olive-Peet Company, whose total of 
$175,522 was divided between dental 
cream, $52,220; Palmolive soap, $57,- 
120; and Super-Suds, $86,182. 

Other large users of network time 
during the month included American 
Tobacco Company, Half and Half to- 
bacco, $26,120, Lucky Strike, $57,- 
136, total, $83,256; Bristol-Myers 
Company, Ipana and Sal Hepatica, 


$59,300; Campbell Soup Company, 
$77,220; Corn Products’ Refining 
Company, Kre-Mel, Karo, Mazola 


and Linit, $44,413, Linit for bath, 
$17,876, total $62,289; 

Ford Motor Company, $144,232; 
General Mills, Bisquick, $29,872, Gold 
Medal flour, $11,149, Wheaties cereal, 
$17,427, Sperry flour, $6,076, total 
$64,524; Kraft-Phenix Cheese Cor- 
poration, $68,950; Lady Esther Com- 
pany, $87,370; Dr. Miles Laborato- 
ries, $64,516; National Biscuit Com- 
pany, $53,755; Pepsodent Company, 
$83,546; R. J. Reynolds Tobacco 
Company, $86,262; Standard Brands, 
Inc., Chase & Sanborn coffee, $52,- 
180, Fleischmann’s yeast for health, 
$34,200, Fleischmann’s yeast for bak- 
ing, $25,372, Tender Leaf tea, $39,- 
040, tea and gelatin, $3,512, total 
$154,304. 


Spot Figures Grow 


The largest user of spot broadcast- 
ing time on 48 important stations 
measured by National Advertising 
Records during May was Dr. Miles 
Laboratories, which spent $22,000 in 
this medium among the stations 
measured. Other large spot users, as 
shown by National Advertising Rec- 
ords’ measurement of 48 stations, 
include: 

Bulova Watch Company, $16,126; 
Cal-Aspirin Company, $10,536; Chev- 
rolet Motor Company, $16,406; 
Chrysler Corporation, $14,242; Crazy 
Water Company, $20,905; Ford Mo- 
tor Company, $19,768; General Bak- 
ing Company, $10,729; 

General Mills, Inc., $12,815; Hor- 
lick’s Malted Milk Company, $11,959; 
Penn Tobacco Company, $10,800; 
Pennzoil Company, $11,946; United 
Remedies, Inc., $16,833; Waitt and 
Bond, $10,404. 


N. A. B. Shows Trend 
Reporting on broadcast activity for 
the month of April, 1935, the Na- 


tional Association of Broadcasters 
asserts that in addition to the $4,398,- 


013 spent on national networks that 


month, $82,058 was spent on re- 
gional networks, $1,645,523 on na- 
tional non-network programs, and 
$1,939,327 on local programs. This 
makes the total spent by all types 
of broadcast advertisers during 
April $8,064,921, according to the 
N. A. B. 

The same source asserts that total 
broadcast advertising of all types for 
the first four months of 1935 was 
$30,945,631, with national networks 
getting $18,505,219, regional net- 
works $275,357, national non-net- 
works $5,680,705, and local $6,484,- 
350. 


Dotted Liners Hold 


Annual Tournament 


Prizes ranging from golf bags to 
summer slacks went to winners of 
the annual jamboree and golf tourna- 
ment of the Dotted Line Club, Chi- 
cago, held at the Itasca Country Club, 
Itasca, Ill., on June 14. B.C. Bowen, 
Boot and Shoe Recorder, acted as 
toastmaster, and introduced Everit 
Terhune, Boot and Shoe Recorder, 
president of Associated Business 
Papers; Judd Payne, A. B. P. secre- 
tary; W. J. McDonough, Dry Goods 
Economist, ex-chairman Dotted Line 
Club; Walter Painter, Power Plant 
Engineering, ex-secretary of the club; 
and others. 

Low gross winners included E. S. 
Gillette, Gillette Publishing Com- 
pany; Ray Deen, McGraw-Hill Pub- 
lishing Company; Cy Edwards, Geo. 
D. Roper Corporation, Rockford, II1.; 
Gene Smith, McGraw-Hill Publishing 
Company; W. Wright, Police 13-13. 
Low net winners were E. T. Eyler, 
F. W. Dodge Corporation; C. A. 
Barnes, Baker’s Helper; John Emery, 
Simmons-Boardman Publishing Com- 
pany; E. H. MacLeod, Van Hecker- 
MacLeod Company. 

Other winners were: longest drive, 
E. V. Perkins, National Petroleum 
News; regular blind bogey, N. R. 
Swartwout, Baker’s Helper; 25-cent 
blind bogey, G. D. Crain, Jr., ADVER- 
TIstInc AGE; door prize, L. C. Pelott, 
Penton Publishing Company; least 
putts, Jack Rodger, McGraw-Hill Pub- 
lishing Company; high score on No. 
17, Phil Terhune, Boot and Shoe Re- 
corder; high score on No. 5, J. H. 
Robison, MacRae’s Blue Book; high- 
est gross, H. J. Hottenstein, Iron 
Age; second highest gross, R. A. Tei- 
felt, American Steel and Wire Com- 
pany; third highest gross, B. R. Graff, 
Creamery Package Company; high 
net, Louis Brookman, Jr., Concrete; 
second high net, Kenneth Crain, Ap- 
VERTISING AGE; third high net, Sid 
Crane, Simmons-Boardman Publish- 
ing Company. 


Rankin to Handle 
Whisky Campaign 
An aggressive sales, merchandising 
and advertising campaign throughout 
the United States, on behalf of Sandy 
MacDonald Special Liqueur Scotch 
whisky and Old Parr Scotch is being 
planned by United Spirit & Wine, 
Inc., New York, which has appointed 
Wm. H. Rankin Company, New York, 
to handle advertising of the whiskies. 
United Spirit & Wine, Inc., was 
recently appointed sales distributors 
of the two brands by Messrs. Mac- 
Donald Greenlees, Ltd., Leith, Scot- 
land, the distiller. The latter firm 
is now a part of Distillers Corpora- 
tion, Ltd., of London and New York. 
The two brands are at present widely 
known in New York and New Eng- 
land. 


STILL MOVING AHEAD 


For the first six months of 1935, 
display lineage in all monthly mag- 
azines was 6.9 above the same 
period last year. 

In National Sportsman and Hunt- 
ing & Fishing the gain was 21.8% 
—more than three times the aver- 
age gain. 


After all, good results do mean 
something to advertisers. 


NATIONAL SPORTSMAN 


and 


HUNTING & FISHING 


Boston NewYork Chicago Atlanta 
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ADVERTISING AGE 


PLAN EXTENDED 
PROMOTION FOR 
SOAP BOX DERBY 


Chevrolet Sees Big Possibil- 
ities in Event 


Detroit, Mich., June 20.—For the 
second year the “All-American Soap 
Box Derby,” a national amateur 
racing event in which boys from six 
to sixteen in approximately 100 cities 
throughout the United States are in- 
vited to build their own design of 
“power by gravity,” home-made 
coasting vehicles, will be co-spon- 
sored by Chevrolet Motor Company 
and Chevrolet dealers. 

With the scene for the national 
finals shifted from Dayton to Akron, 
O., Chevrolet Motor Company, taking 
a more aggressive part in the pro- 
motion of the event, has launched an 
intensive drive to the cooperating 
newspapers and dealer organization, 
having as their objective a more or- 
ganized effort in the preparation of 
the event and a more successful race 
than was conducted last year. 

The finals are scheduled to be 
held Aug. 11 and the capital prize, 
as was the case last year, will be a 
four-year college scholarship to any 
recognized state college or state uni- 
versity. The second prize will be a 
Master Chevrolet coach, and third 
prize, a Standard Chevrolet coach. 
Other awards will include trophies 
and medals. 


Issue Plan Book 


Instructions to the newspapers 
have been incorporated in a plan 
book explaining in detail how to or- 
ganize for the event to insure its 
success for the benefit of the news- 
paper as well as the company. Aftef 
selection of the committee, the derby 
editor, the hill and the date, the 
paper is urged to launch a six-week 
publicity campaign with a splash 
story on page one with plenty of 
pictures and colorful material. 

Contact of leading merchants and 
clubs for prizes and solicitation of 
local cooperative advertising and 
extra lineage for the race day edi- 
tion is also urged. 

Dealers have been amply supplied 
with official 1935 rule books, instruc- 
tion books, application blanks, entry 
lists, track and drivers cards, and 
rotogravure race story handout 
pieces. Large posters bearing the of- 
ficial derby emblem and the word 
“Headquarters” have also been fur- 
nished to the dealers for their win- 
dows so they may be easily identi- 
fied by prospective entries. 

To facilitate the race program and 
eliminate handicaps, which were 
found to be confusing to the young 
participants, the company has speci- 
fied that all cars will be of standard 
dimensions and weight and will be 
entered in one class only. There will 
be no distinction between the type 
of bearings or tires used. 


Worked in Africa 


As an additional feature the names 
of the sponsoring newspapers will 
be painted on the sides of the cars 
participating in the derby finals. 

According to the company, the 
real extent of the popularity of the 
event was not made known until a 
short while ago when the company’s 
export division revealed that a sim- 
ilar derby, drawing a crowd of 80,000 
people, was successfully conducted 
last year by the Chevrolet dealers of 
Port Elizabeth, South Africa. 

As a result of the announcement, 
Chevrolet officials are laying plans 
to conduct the derby next year on an 
international scale. Preliminaries 
would be held in every country of 
the world where the necessary co- 
operation can be obtained and in 
each case the grand prize would be 
a trip to Detroit where the finals 
would be conducted on a specially 
built track. 

It is expected, officials say. that 
Graham McNamee will again broad- 
cast the event from the track. 


Has Wood Cover 


Commemorating its 90 years of life 
insurance service, the State Mutual 
Life Assurance Company, Worcester, 
Mass., has just published ‘“Protect- 
ing Three Generations,” a historical 
tribute to builders of the company. 
The book is cased in a real wood 
veneer cover. Upon its endleaves is 
reproduced in tones of green a tree 
symbolical of the State Mutual’s far- 
flung organization. 


Direct Mail Firms Merge 


Churchill Letter Company, Inc., 25- 
year-old Buffalo concern, has been 
merged with Mailways, Inc. The new 
firm, Churchill Mailways, Inc., 
handling direct mail advertising 
campaigns, has taken offices in the 
Shelton Square Bldg., 318 Main St., 
Buffalo. 


Name Bass-Luckoff 


Bass-Luckoff, Inc., Detroit, has 
been retained to handle advertising 
for C. & K. Brewing Company, of 
that city. Foreign language news- 
papers and outdoor advertising will 
be used. 


Moves to Bronx 


The American Outdoor Advertis- 
ing Corporation, 249 W. 34th St., New 
York, will move its headquarters to 
250 W. Fordham Road, Bronx, New 
York, July 1. 


Phone Call to 
Western Union 


Gets Radio Man 


Philadelphia, Pa., June 20.—The 
Radio Manufacturers Service and the 
Western Union Telegraph Company 
have entered into an agreement to 
provide rapid, reliable servicing of 
radio sets in need of adjustment or 
repair. 

The arrangement enables radio 
owners to obtain radio servicemen 
by simply telephoning Western Un- 
ion. No charge will be made for the 
contact service. 

The Radio Manufacturers Service, 
created by the Philco Radio & Tele- 
vision Corporation, Philadelphia, is a 
nation-wide organization of 13,000 
trained servicemen. Their training 
includes courses from _ technical 
books prepared by radio engineers. 
Their ability to perform satisfactory 
work is pre-tested by Philco distribu- 
tors, before issuance of identifying 
membership cards. 


To Reward Announcer 
A prize award will be made by 
Henry J. Kaufman, Advertising, 


Washington, D. C., for outstanding 


merit in making commercial radio 
announcements, the agency has an- 
nounced. Announcers on the staffs 
of Washington radio stations will be 
eligible. The award will be given 
on the basis of diction, sincerity and 
effectiveness, and will probably be 
presented in the form of a cup. 


Joins “Companion” 

Ada Bessie Swann, home eco- 
nomics consultant with the Public 
Service Electric and Gas Company, 
Newark, N. J., for many years, has 
resigned to establish and conduct 
an experimental household center 
for Woman’s Home Companion at 
250 Park Ave., New York. Miss 
Swann will seek to determine uses 
of electrical and gas equipment in 
the home, and to interpret needs of 
readers to manufacturers. 


Prints Large Edition 

The Kenosha, Wis., Evening News 
on June 15 published a 150-page cen- 
tennial edition, the largest single 
edition in the history of the news- 
paper, in observance of the city’s 
100th birthday. A total of 18 tons of 
newsprint was used for the edition. 


Co-Lo-No Appoints 
Cowan & Cowan, Inc., Buffalo, 
manufacturing chemist, and maker 
of Co-Lo-No salts, has placed its ad- 
vertising account with Baldwin & 
Strachan, Inc., Buffalo. 


Form Radio Rep Firm 


Gene F. Furgason and S. M. Aston 
have established a new radio station 
representative organization at 100 N. 
LaSalle St., Chicago, to be known as 
Furgason & Aston, Inc. Mr. Furga- 
son was formerly associated with 
John Blair & Co., in Chicago, KPRC, 
Houston, and WMC, Memphis. Mr. 
Aston was previously with KYW, and 
the Balaban & Katz theater organi- 
zation in Chicago. Both men have 
just completed visits to eleven sta- 
tions in the South and East, which 
they will represent. 


Inectint, American Lady 
Advertising to Grey 


The Grey Advertising Service, 
Inc., New York, has been appointed 
advertising agent for Inectint, Sales 
Affiliates, Inc., product, and the 
American Lady Corset Company. 

A test on Inectint, including radio 
and newspapers, will start soon in 
an Eastern city. Class and business 
publication advertising and a new 
house magazine are included in 
American Lady plans. 


Manville to Federal 


The E. J. Manville Machine Com- 
pany, Waterbury, Conn., has named 
the Federal Advertising Agency, 
New York, as advertising and mer- 
chandising counsel. 
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ATLANTIC ELECTROTYPE 


9. LOCATING 


...the morning 
paper! in this, the world’s 


largest electrotype plant 


An organization spirit, the like of 
which has never been known in this 
field; a co-ordination between produc- 
tion and shipping that is cutting the 
time lag between pattern and paper to 
a new minimum... these are among 
the reasons for the kind of speed and 
quality which only Rapid is equipped 
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With the knowledge that 
Rapid makes delivery on time goes 
the added comfort that every plate 
will be right . . . as right as the most 
modern equipment, the largest plant, 
the most careful inspection can make 


them. Whether the order is large or 
small—next time try Rapid. 


LARGEST PLATE MAKERS 
IN THE WORLD 


“ELECTRO 


AND STEREOTYPE Co. - 


226 East 45th St., New York 
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ANIMAL TRADE 
MARKS GIVEN 
HOME IN 200 


Al Smith Solves Dilemma, 
Pleases Advertisers 


New York, June 21.—‘Go to the 
zoo and see your favorite trade mark 
in person” may be the advice of 
certain advertisers after the new 
Prospect Park menagerie is dedi- 
cated July 3. 

When quarters were nearing com- 
pletion and no “tenants” had been 
lined up, park officials threw lines 
to advertisers, and were rewarded 
with good results. Former Governor 
Alfred E. Smith ordered a list of 
trade marks which depict animals 
and sent a letter to the owners about 
three weeks ago inviting donations. 

Results to date have been grati- 
fying. Pledges received already will 
provide $15,000 worth of menagerie 
stock, and more promises are being 


given park officials daily. To make 
the gifts more worth while from the 
donors’ standpoints, their names will 
be inscribed in bronze at the cages. 

Brown & Williamson Tobacco 
Corporation is presenting four polite 
penguins, but no mention is made 
concerning their ability to smoke 
Kools as jauntily as in the current 
advertising. Gaumont-British Pic- 
tures Corporation is giving a giraffe. 
Metro-Goldwyn-Mayer’s gift consists 
of two lions. 

There seems to be some duplica- 
tion in the beverage field. Anheuser- 
Busch, Inc., announced a gift of two 
eagles, such as appear in its trade 
mark, while a few days later Bor- 
den’s came through with a pledge 
of two more. 

Among the retailers, I. J. Fox, 
women’s store, is donating a pair of 
foxes, and Samuel Klein, 14th street 
merchant and biggest donor of all, 
has given $8,000 for a black panther, 
a couple of bears, monkeys, and 
other creatures, which ought to stir 
things up for this advertiser. 


Adclub Holds Tourney 


Representatives of mediums were 
hosts to contestants at the golf tour- 
nament of the Cleveland Advertising 


Club at Manakiki Country Club June 


21. In charge of the event were 
George O. Hays, Leo Doyle, Clyde 
Wood, and E. W. Rutledge. 


National Biscuit and 
Merck Elected to A. N. A. 


Announcement was made this 
week of the election to membership 
in the Association of National Ad- 
vertisers of the National Biscuit 
Company, New York, and Merck & 
Co., Inc., Rahway, N. J., and New 
York. 

National Biscuit will be repre- 
sented in the A. N. A. by Robert J. 
Flood while Douglas W. Coutlee will 
represent Merck. 


Amos ’n’ Andy on 
Red Network Soon 


Effective July 15, Amos ’n’ Andy, 
Pepsodent Company’s radio stars, 
will transfer from the basic Blue to 
the Red network of National Broad- 
casting Company. Station WEAF is 
the key in the Red network. 

The time of the broadcast periods 
will remain unchanged: 7 p. m. for 
Eastern listeners, and 11 p. m. for 
Western listeners. 


WGAR Restricts Copy 


WGAR, Cleveland, has announced 
that in the future it will submit all 
questionable copy and accounts to 
the Federal Trade Commission, the 
food and drug administration, and 
the Better Business Bureau. The 
move is being made to protect lis- 
teners and clients from false claims 
and offensive advertising copy. 


60% 
20.1%, 
49.9%, 
75.3% 


To get your sales message over to 
"Front" office executives of 10,000 lead- 
ing manufacturing establishments use 


“AMERICAN BUSINESS” 


MEMBER ABC, ABP, PPI 


of the subscribers are "firms who advertise." 

of them are presidents or owners of the business. 

are officers or general managers—''action executives." 
are major executives—sales managers or better. 


Advertising rate $100 for a 7”x10” Type Page 


J. C. Aspley, Publisher 


Dartnell Publications, Inc., Chicago and New York 


HECKER PRODUCTS COME IN PLAY HOUSE 
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Tied up with its radio campaign, this H-Bar-O Ranch House, 

designed and executed by Hinde & Dauch Paper Company, serves 

as a package for four products of Hecker H-O Company. Force, 

quick cooking oats, Presto cake flour and cream farina are packed 
in it. 


OYSTER GROWERS 
RAISE $100,000 
CAMPAIGN FUND 


Younger Generation to Be 
Focal Point of Attack 


New York, June 21.—Succeeding 
in a movement begun over two years 
ago, the oyster industry, represented 
by the Oyster Growers and Dealers 
Association of North America, Inc., 
Washington, D. C., has raised an ad- 
vertising appropriation in excess of 
$100,000 for the promotion of oysters 
during the season from Sept. 1 to 
April 30. 

The association represents about 
80 per cent of the industry. An ad- 
vertising assessment will be levied 
on shipments and sales. The appro- 
priations for the second and succes- 
sive years will be increased as new 
members are gained and as sales 
expand. An insignia will be used to 
identify the product of those con- 
tributing to the campaign fund. 

The agency, N. W. Ayer & Son, 
Inc., will decide the plan of attack 
after a market study. Frank J. Zink, 
vice-president, will supervise the ac- 
count, and Gordon Sweet, H. C. Rowe 
& Co., New Haven, Conn., has been 
named chairman of the association's 
advertising committee. 

Oyster men appear desirous of 
setting up two principal objectives 
for the campaign, the popularizing of 
their product with the younger gen- 
eration and the dissemination of in- 
formation on the many ways to pre- 
pare oysters in order to renew the 
interest of those who have tired of 
frys and stews. 


Will Use Paid Space 


Like the fisheries men, they are 
alarmed about the declining trend 
of sea-food sales, but they say they 
will not repeat the error made by 
the fishing industry last year in 
placing a fund raised for advertising 
at the disposal of a publicity agency. 
Nearly all of the oyster appropria- 
tion will be spent for paid space, 
the probability being that news- 
papers will be the favored medium. 

Complete data on consumption of 
sea food is not available. However, 
statistics on canned sea foods show 
that the sale of canned oysters 
reached the peak of $3,721,159 in 
1925 and that the dollar volume had 
declined to $1,074,758 in 1933. 

The sale of all classes of canned 
sea foods reached the peak in 1929 
at $101,065,055. By 1933 sales totalled 
only $53,933,153, although this vol- 
ume represented a substantiai gain 


over the low of $43,749,182, registered 
in 1932. 


Holds Contest 


Several hundred entries were re- 
ceived in a poster contest sponsored 
by Walker & Co., outdoor advertis- 
ing, among the 152 students enrolled 
in the Detroit Adcraft Club’s class 
in elementary advertising at Wayne 
University. Both black and white 
and colored designs were submitted. 
Cash prizes were awarded winners. 


N-M Office Moved 


Neisser Meyerhoff Company has 
transferred its Avalon, Cal., office to 
321 Pacific Electric Bldg., 610 S. Main 
St., Los Angeles. The _ telephone 
number is Tucker 1994. Frank 
Cheeseman has been appointed gen- 
eral manager. 


IF YOU WANT 
GocD PHSTOSTATS 
QVICK- CALL 
RAPID/ 


RAPID 


COPY SERVICE CO. 


BRANCHES-— One 
near you fo serve you 


NEW YORK 


415 Lexington Avenue 
444 Madison Avenue 


VAnderbilt 3-3680 
CLEVELAND 


Union Trust Building 


Main 9335 
CHICAGO 


110 So. Dearborn Street 
360 No. Michigan Avenue 
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@ William J. Staab, Men- 
-ager of the Media Depart- — 
ment of Fuller & Smith & 
Ross, Inc., has been a close 
student of media for many 
ysars, relating media fo 
markets, and continually 
searching for media oppor- 
tunities for the clients of his 
agency, By reason of his 
contact with many large ed- 
vertisers whose product lines — 
and markets are widely di- 
versified, Mr. Steab has had 
occasion to study the busi-— 
ness publication field exten-— 
tively. His media analyses 
tor tne yerious divisions of | 
Westinghcuse Electric & 
Company and the 
Aluminum Company of 
‘eugaetiaeg sidely accounts 
ave wi receg- 
nized as sound and thor- 
ough. 
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and they il do 


says William J. Staab, space buyer 
FULLER & SMITH & ROSS, INC. 


@ In the course of some 22 years with this agency acceptance for new methods of approach to problems 
| have had occasion to watch business papers in as varied as the range of business itself. 


action on a lot of different jobs. 


Out of this experience and observation, we have 


We have recommended them for campaigns to build gained a firm conviction that when you get a dees 
up dealer organizations . . . to promote effective use conception in your own mind of the job you want 
of sales helps . . . to build up a receptive audience business papers to do, and then select your list and 
for salesmen’s direct contact ... to familiarize write your copy to do that specific job—you'll get 
dealers with consumer advertising plans . . . to gain the kind of results you are looking for. 


This advertisement. ond those that follow. are sponsored by these business papers: 


Advertising A ABC-ABP) Te "Boot & Shoe Recorder ereiyed eee en ilk Pant Moithly A ee lie oe 
837 tring Age (ABCA Flynt tla 299 W. 39th St, wll tec ibe EPS Le Selle St. A secu Apa’ 
American Restaurant {ABC} : Domestic Engineering — a reped Uh ae  daee nag oe 
5 S. Webash Ave., Chicaga 1900 Prairie Ave., Chicago aes Paper Industry, The [ABC-ABP}. 
Automobile Digest (ABC) Farm Implement News {ABC} SAB NO Michigan Ave. Chicago 
22 E. Twelfth St., Cincinnati 431 S, Deattom $i, Chicage | re ae wi ee 


1440 Geeedway, Now York 


Bakers! Helper {ABC-ABP) Hempel Management (ABCABP) 
332 5. W prt. 3 EE o6e RE eared Sh a Peo GR ee tees 
Bakers Weekly (ABC-ABP} Jewelers’ Circular-Keystone ‘Seated Ea Welding Engineer (ABC-ABP} 


45 W. 45th St, New York 239 W. 39th St. New York pee ES. Dearborn St. Chicago. 
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The Power to Tax Is the Power to 
Destroy 


The numerous suits which have 
been filed against the United States 
government by meat packers during 
the past few months are an impres- 
sive indication of what is happen- 
ing to many members of this vitally 
important industry as the result of 
the application of AAA processing 
taxes. 

The smaller packers especially have 
been hit hard by these taxes, due to 
consumer resistance to higher prices, 
based both on the increases caused 
by processing taxes and the smaller 
supply. The shortage of hogs, re- 
sulting both from the AAA program 
and the widespread drouth of 1934, 
has made pork so high in price that 
it can no longer be called the poor 
man’s meat. 

When Chief Justice John Marshall, 
of the United States Supreme Court, 
asserted in his historic opinion, “The 
power to tax is the power to de- 
stroy,” he had in mind the necessity 
of protecting states from the taxing 
power of the federal government, but 
his aphorism is just as true in the 
economic as in the political field. 

The application of AAA processing 
taxes on hogs has created a violent 
dislocation of the markets served by 
the meat packers, especially the 
smaller independent plants which 
produce pork products almost ex- 
clusively and do not have a wide 
spread of production through which 
to offset the difficulties in this par- 


ticular line. They find that these 
taxes, aided by the AAA-induced 
shortage and the effects of a natural 
shrinkage in the supply as well, have 
really gone far in the direction of 
destroying their markets by divert- 
ing consumer demand into other 
channels, and by making it impos- 
sible to operate at current levels and 
with smaller volume without dis- 
astrous losses. 

That the farmer has benefited in 
any large measure from the AAA tax- 
ing program on hogs is exceedingly 
doubtful. Natural conditions would 
have increased prices, and the event 
proves that the maintenance of nor- 
mal production efforts would have 
been best for agriculture, for the 
meat packing industry and for the 
consumer. Now we are confronted 
with the problems provoked by arti- 
ficially created shortage, with con- 
sumer demand reduced and altered 
by higher prices resulting both from 
the intended and unforeseen effects 
of the program. 

Increasing taxes on business in 
general and many special industries 
in particular will make the problems 
of the American business man diffi- 
cult during the coming years. We 
hope that state and national legisla- 
tures, which so casually impose huge 
taxes upon business, will reflect upon 
the wisdom of Chief Justice Mar- 
shall’s declaration. The power to 
tax is the power to destroy. 


Direct Mail Statistics 


Statistics of advertising volume 
are compiled for nearly every im- 
portant medium of advertising. Ap- 
VERTISING AGE publishes all available 
information in this field, because 
trends in advertising volume are both 
interesting and significant. Inci- 
dentally, we believe that no other ad- 
vertising journal offers so wide a 
coverage of the statistical factors in 
the advertising field. 

Direct mail is not at present meas- 
urable as to volume, and its varied 
character suggests that it may be 
difficult to establish a satisfactory 
yardstick. Advocates of direct mail 
are interested in developing figures 
on the activity in this field, and in 
fact have shown considerable resent- 
ment because analyses of advertising 
expenditures do not always provide 
representation for direct mail. This 


is due, in most cases, to lack of in- 
formation. 

One of the difficulties lies in the 
classification of direct mail. Pub- 
lishing the figures on third-class 
postal volume would by no means 
cover the situation, since much first- 
class mail is also direct advertising. 
Furthermore, many printed pieces 
which are used as package enclos- 
ures, dealer helps, etc., are not dis- 
tributed to the consumer by mail. 

Direct advertising is so widely 
used and is employed so generally 
as a supplementary effort in prac- 
tically all campaigns through other 
mediums that it is more than ordi- 
narily difficult to measure it statistic- 
ally. Yet the establishment of a 
sound method of this character would 
be welcomed both by producers and 
users of direct mail advertising. 


GETTING CONSUMER REACTIONS FROM USERS 


"No, | am NOT listening to the Crane Plumbing program!” 


—Life. 


Voice of the Advertiser 


Durkee Solves Ticklish 


Packaging Problem 

To the Editor: We are pleased to 
bring to your attention a new pack- 
age and display container for one of 
our spice packages which we believe 
will be of interest to readers of 
ADVERTISING AGE. 

The enclosed photograph will show 
graphically what we have accom- 
plished in developing a Cellophane 
container for a product whose visual 


display up until this time has been 
obscured by an ordinary pasteboard 
carton. 

In developing this package we were 
confronted with several problems, the 
most difficult of which was to over- 
come the possibility of sharp edges 
of the 13 different whole spices and 
seeds piercing the transparent film 
bag. The Shellmar Products Com- 
pany, using DuPont Cellophane, co- 
operated with us in not only devel- 
oping what we believe to be a 
beautiful design, but also in our re- 
search to overcome these difficulties. 
It was found through using two bags, 
one placed inside the other, that we 
had a visual package of sufficient 
strength, not only to withstand the 
hard knocks of shipping and han- 
dling, but also to overcome the like- 
lihood of the bags being pierced from 
the sharp edges of the whole spices. 

Our prime purpose in developing a 
transparent package for pickle spice 
was to enable the consumer to see 
for herself the superior quality of 
the 13 different whole spices and 
seeds which go to make up Gauntlet 
Brand pickle spice. We wish to call 


your attention particularly to the 
simplicity of the closure and ease in 
opening the package. By using the 
tin-tie type of closure, a portion of 
the contents of the package can be 
used and the remainder sealed as it 
was originally when it left our fac- 
tory. 

During the short time that this 
package has now been available to 
the trade, our business on this prod- 
uct has exceeded our expectations 
and indications are that we will do 
a larger volume on Durkee’s pickle 
spice than we have enjoyed in the 
past. 

V. O. WAITE, 


Manager, Sales Development, 
Durkee Famous Foods, Inc., 


Elmhurst, L. L., N. Y. 
. 


Lays Poor Copy Fault 
at Agencies’ Doors 

To the Editor: Making the pub- 
lisher the goat in fixing the responsi- 
bility for objectionable copy, as indi- 
cated by the editorial in your May 13 
issue, seems to me—an outsider—like 
making the druggist or dispenser re- 
sponsible for the doctor’s prescrip- 
tion! 

It is understood that what the 
doctor writes is an index of his abil- 
ity and professional standing. If he 
doesn’t know what he is talking 
about, or knowing, doesn’t care for 
ethical standards, some day the law 
will catch up with him, but in the 
meanwhile . . chaos for all con- 
cerned. 

If advertising is a profession, then 
the agency is the true culprit. 

In my own hasty check-up extend- 
ing back to 1920, the mischievous 
innovations in the practice of adver- 
tising have been almost all of them 
traceable to the zeal of the agency. 
It is the competition of the agencies 
rather than the competition of manu- 
facturers themselves, which has led 
to the breaking of advertising’s “un- 
written laws.” 

Such laws and tabus are never 
broken with impunity. Sooner or 
later the tribe rebels, takes reprisal 
—demands blood sacrifice to wash out 
the stain. If, at this crisis, the agen- 
cies wash their hands of responsi- 
bility, the publishers will have to 
take the initiative. 

But—again—I differ with your con- 
clusion that “those who” do this will 


meet little resistance. ‘Those who” 


indicates that it will be an individual 
move, instead of universal policy. 
You know what will happen—so do I! 
When did business ever follow the 
line of greatest resistance? Haw! 
The rejected contract will gravitate 
to the less exacting medium— 
whether a less exacting publication 
or a different medium. 
Seems to me you could help clear 
up the situation. Demand a roll-call. 

. . Some of the boys have shining 
faces but teacher insists on 
having a look at the hands they hold 
behind their backs. 

CAROLINE W. CARTER, 

Copywriter, The Crane-Howard Or- 

ganization, Cleveland, O. 
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Ball Player Starts 
Kellogg Spectacular 
(Picture on Page 23) 


To the Editor: On Wednesday, 
June 5, “Cy” Blanton, star pitcher 
of the Pittsburgh Pirates and idol 
of the sports fans, lighted the 25x50- 
foot Kellogg semi-spectacular bulle- 
tin here, which had been covered dur- 
ing construction and painting. He 
threw a baseball breaking a glass 
target, which automatically turned 
on the floodlights and the large neon 
“Kellogg” at the top of the bulletin. 

A great amount of interest had 
been aroused through the use of a 
canvas shield to hide the work be- 
ing done on the site. On the canvas 
was a large question mark and the 
wording, “Another spectacular dis- 
play by General Outdoor Advertising 
Company.” The day before the un- 
veiling two smaller signs were tacked 
to the canvas announcing the 
time of the lighting and stressing 
the name of Blanton. Also taking 
part in the opening was K. Naka- 
mura, Japanese golf champion here to 
compete in the National Open Cham- 
pionship. 

N. W. Ayer and Son, Inc., made the 
design and the Pittsburgh branch of 
the General Outdoor Advertising 
Company constructed the display. 
The location is admirably situated 
within the downtown triangle to 
command the attention of the very 
heavy traffic on three of Pittsburgh’s 
most important arteries. 

The event was outstanding enough 
tc get complete descriptions in each 
of Pittsburgh’s three newspapers. 


PAuL ScoviLyr, 
Sales Promotion, General Out- 
door Advertising Company, 
Pittsburgh. 


, | * 


Bouquet 

To the Editor: Congratulations on 
your splendid issue of June 17. 

You certainly have done a grand 
job in presenting so complete and 
so informative a report of the A. F. 
A. convention. 

This is a fine achievement and re- 
flects much credit on you and your 
able staff. 

JOSEPH M. Kraus, 


Advertising Manager, 
A. Stein & Co., Chicago. 


7, Ff 


Anxious to Know What 
Happened at A. F. A. Meet 


To the Editor: Why not compile 
a digest of the salient features of 
each of the talks given at the A. F. 
A. convention? I am sure that some 
of us who can’t make it to Chicago, 
for any one of a number of good rea- 
sons, would appreciate knowing what 
was said, what problems were 
brought up and how they were solved. 

Now that the pin feathers on the 
golden eagle are beginning to show 
a wee bit, those who are really in- 
terested in what went on would not 
even begrudge a charge for the digest 
of the division they really wanted. 


Rap MAXEeEy, 
Carl W. Art Advertising 
Agency, Seattle, Wash. 


[Editor’s Note: Mr. Maxey’s let- 
ter was written before he had seen 
the June 17 issue of ADVERTISING 
AGE, containing complete reports on 
convention activities. We hope that, 
after seeing that issue, he agrees 
with Mr. Kraus that A. A.’s conven- 
tion report was “complete and _ in- 


formative.’’] 
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Two ‘Factory Identification” Electric Signs for Carbide and Carbon Chemicals Corporation: 
Important advertisers everywhere —both national and local advertisers — are fast coming to 
realize the very real value of electric signs for their factories—are making Factory Identification 
an important part of their advertising programs. 4 Representative of Factory Identification signs 
being erected by Federal throughout the country are these two electric signs erected 
recently on the plant grounds of the Carbide and Carbon Chemicals Corporation, at Whiting, 
Indiana. 4 This company and many others realize the value of Factory Identification—are 
tying-in their plants with their other forms of advertising —effectively and profitably. 4 You, 
too, can cash-in on the valuable advertising space on your plant grounds or factory roof— 
drive home your advertising message to all who pass your way. 4 Why not send us a photo 


of your plant? We shall gladly make recommendations—without obligating you in the least. 


FEDERAL ELECTRIC COMPANY, INC. 


CLAUDE NEON FEDERAL COMPANY 
225 North Michigan Avenue, Chicago, Illinois 
BALTIMORE CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON 
LOUISVILLE MILWAUKEE MINNEAPOLIS NEW ORLEANS PHILADELPHIA ST. PAUL 

FEDERAL BRILLIANT CO., St. Louis and Kansas City, Mo. 


Subsidiaries: ) © AyDE NEON FEDERAL CO. SOUTHWEST, Oklahoma City, Okla.; Tulsa, Okla.; Wichita, Kansas 
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RENEWED PERIL 
SEEN IN PLANS 
TO AMEND AAA 


Food Advertising Again 
Threatened, Says N.P.A. 


New York, June 20.—The National 
Publishers Association, in a _ bulle- 
tin to members, has declared that 
the proposed amendments to the 
Agricultural Adjustment Act, which 
have recently been revised in the 
light of the Supreme Court’s NRA 
decision, are as “drastic and arbi- 
trary” as the former proposals. 

The only change in the sections 
referring to rental-and-benefit pay- 
ment control of basic agricultural 
commodities, the association finds, 
is a matter of wording, in an at- 
tempt to eliminate the question of 
constitutionality, “while in the sec- 
tions applying to specialty crops, 
‘orders’ issued by the Secretary of 
Agriculture are substituted for the 
‘licenses’ provided in the former 
amendments.” 

The application of these orders is 
limited to milk and its products, 
raw, dried and canned fruits, and 
vegetables, and nuts, the organiza- 
tion points out. 

“Thus the nationally advertised 
products affected include evaporated 
and condensed milk, butter, cheese, 
canned fruits and vegetables, dried 
fruits such as raisins and prunes, 
raw fruits such as oranges and 
grapefruits, and nuts,” it is stated. 
“National advertising of these prod- 
ucts is likely to be seriously af- 
fected by the authority granted to 
the Secretary to curtail to whatever 
extent he sees fit the volume of these 
commodities which may be mar- 
keted. 

“There is also little doubt that in 
connection with the power to fix 
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These charts, prepared by Media Records, Inc., show the trend in total and national advertising lineage 
in the newspapers of 52 important cities from January 1928 through May 1935. 


minimum prices based on govern- 
ment grades, combined with the 
power to prohibit by ‘order’ unfair 
methods of competition, the Secre- 
tary has the authority to impose 
compulsory grade labeling on the 
canning industry.” 


Sees Rapid Spread 


Once compulsory grade labeling 
and volume limitation have been 
forced on the dairy and canning in- 
dustries, the association asserts, it 
is only a step to apply them to the 
entire food field. 

“Even for publications which 
have no direct interest in food adver- 
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@ The facts about the Detroit market and Detroit media are 


@ One newspaper—The News—with 76% of its city circula- 
tion home delivered reaches the great proportion 


@ As a result, Detroit retailers place as much of their adver- 
tising in The News, alone, as they do in both other Detroit 


@ This helps to make The News second in total ad i 
in America. Of course The News leads 
of advertising in Detroit. 


The Detroit News 


THE HOME NEWSPAPER 
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tising,” the association states, “it 
is contrary to their interest that a 
precedent should be established of 
giving to a government official the 
power, even indirectly, to regulate 
by ‘order’ the volume of advertising 
in any field.” 

The association adds that, accord- 
ing to competent attorneys, the re- 
vised amendments are probably con- 
stitutional. A booklet analyzing the 
proposed amendments, which was 
prepared by the National Canners 
Association, was also made avail- 
able to members. 


Soap Sampling 
Marks Fight in 
Chicago Arena 


Chicago, June 20.—Housewives in 
this hard water market have been 
given the opportunity to test the 
claims of three competitive products 
as one sampling campaign followed 
another in quick succession. 

Oakite was first in the Chicago tug- 
of-war, sampling 400,000 homes. This 
effort had hardly been completed be- 
fore Silver Dust took up the burden 
with a pretentious sampling drive 
which included no less than 1,000,000 
homes. In spite of the size of the 
undertaking, Silver Dust specified 
that the job must be completed in 
two weeks. 

Climalene, a persistent sampler, 
came into the arena as soon as Silver 
Dust had retired, distributing sam- 
ples to 500,000 selected homes. 

The Chicago work for Silver Dust 
is part of a complete sampling cam- 
paign covering Indianapolis, Detroit, 
Toledo, and Milwaukee. Intensive 
trade effort is being conducted at the 
same time. Distribution of 90 per 
cent was recorded in Chicago during 
the sampling, the jobber being cred- 
ited with all retail orders. 

Beech-Nut Packing Company is 
also sampling Chicago with its gum, 
using attractive girls clad in blue 
uniforms for the assignment. The 
three soap campaigns were handled 
by Big Four Advertising Carriers. 


Black Joins Gillette 


John C. Black, a technical engi- 
neer experienced in railway and high- 
way location and construction, has 
been added to the staff of Roads and 
Streets, Chicago, a Gillette Publish- 
ing Company publication. Mr. Black 
will cover the Middle West and Pa- 
cific coast as field editor. 


Everlastik Appoints 
Everlastik, Inc., maker of elastic 
fabrics, with mills in Lowell, Mass., 
and other cities, has appointed the 
H. B. Humphrey Company, Boston, to 
direct its advertising. 


Drug Retailers 
Combat Price- 
Cutting Angle 


Buffalo, N. Y., June 20.—Contrast- 
ing examples of newspaper advertis- 
ing, following the Supreme Court 
verdict against NRA, have been 
shown here, with cut-rate stores 
stressing the price angle, and the 
Buffalo Pharmaceutical Association 
waging a campaign with “safety” 
savings and service as the talking 
points. 

The Ford cut-rate stores pro- 
claimed in a 1,155-line advertisement 
in the Buffalo Evening News June 12 
that “Price Fixing Is Out; Down Go 
Our Prices.” Similar copy was run 
in the News the following night by 
the Harvey Carey stores, in 1,512 
line space. Both organizations list 
dozens of cut-price drug items for 
week-end sales. 

The B. P. A. members, 170-strong, 
are taking large space each Wednes- 
day night, alternating between the 
News and the Times. Their adver- 
tising stresses the importance of the 
service of the neighborhood druggist. 
They are also suggesting seasonal 
items, such as gift suggestions for 
graduates, cameras, films, and outing 
supplies. 

Each B. P. A. advertisement lists 
cooperating druggists and displays 
the association’s insignia. The ad- 
vertisements feature “safety” sav- 
ings as end-of-week specials, but have 
not emphasized prices since the pass- 
ing of NRA. 

Under the NRA, the B. P. A. adver- 
tisements were used to stress code 
prices, and to help bring trade back 
from price-cutting stores by stress- 
ing quality and service. James A. 
Donovan, B. P. A. president, told 
ADVERTISING AGE that the association 
has found the advertising very satis- 
factory in accomplishing this aim, 
and said that now its advertising 
would feature articles which the 
price cutters do not stress. Warman 
and Hall, Inc., is handling the drive, 
which has been under way since 
Feb. 1. 


WGAR Promotes Venard 


Lloyd George Venard, formerly 
with Stearn Street Car Advertising 
Company, and recently added to the 
sales force of WGAR, Cleveland, has 
been appointed director of sales pro- 
motion of that station. 


Name H. C. Sieck 


H. W. Hastings, San Marino, Cal., 
and Bestile Mfg. Company, Ontario, 
Cal., wall tile, have appointed H. 
Charles Sieck, Inc., Ltd., Los Angeles, 
to handle their advertising. 


RED TAG DRIVE. 
TO SELL WORTH 
OF USED CARS 


Detroit, Mich., June 20.—Seeking 
to raise advertising and merchandis- 
ing of used cars to new standards of 
excellence and dignity, the nation- 
wide dealer organization of Chevro- 
let Motor Company has placed under 
way a cooperative national campaign 
in newspapers and magazines, pledg- 
ing satisfaction to buyers. 

The national campaign is being 
supplemented by localized newspaper 
copy designed to give used car pros- 
pects the same assurance that is 
given to new car purchasers—that the 
car has been tested, tuned and con- 
ditioned, and that it is ready to give 
satisfactory service. In addition, 
display copy, to be localized with the 
dealers’ names and a listing of their 
used car offerings, is being supplied 
to dealers for insertion in newspa- 
pers. 

W. E. Holler, vice-president and 
general sales manager of the com- 
pany, in announcing the new ap- 
proach to used car merchandising, 
declared that Chevrolet and its deal- 
ers pioneered in raising the stand- 
ards of the used car business. 

“Ten years ago,” Mr. Holler said, 
“we instituted the now famous ‘red 
tag’ guarantee as a means of certi- 
fying used cars as worthy of the buy- 
ers’ confidence. The tag is the deal- 
er’s assurance that the used car is 
exactly as represented.” 

The new campaign has been de- 
signed to make the red tag familiar 
to millions of newspaper and maga- 
zine readers, and to impress upon 
them that the tag is a certificate of 
merit, Mr. Holler stated. 

In Sunday newspapers and maga- 
zines, the tag will be reproduced in 
color, full size, so that readers may 
see the list of 20 units or operations 
that the Chevrolet dealer guaran- 
tees have been checked before he 
offers the car for sale. 

Merchandising of used cars is a gi- 
gantic business, Mr. Holler pointed 
out. Chevrolet dealers alone sold 
1,160,000 used vehicles in 1934. 


New Farm Supplement 


Planned for Carolinas 
The State Farmer, agricultural 
news section, will appear late in July 
as part of 40 newspapers in both 
North and South Carolina. It will 
be published monthly by The Caro- 
lina Farmer, Inc., Fletcher, N. C., 
and will be patterned after Florida 
Farm é& Grove. news section dis- 
tributed since 1927 by 35 farm center 
newspapers in Florida. 

Charles M. McLennan, editor of 
Florida Farm & Grove, will also edit 
the new supplement. The Carolina 
Farmer, Inc., has as officers the same 
men who direct activities of Florida 
Farm & Grove. Carl A. Baumann, 
formerly vice-president of Durkee Fa- 
mous Foods, is president, F. Burton 
Smith is vice-president, and W. F. P. 
Coxe is aeeretaey. 


Plan D. M. A. A. Contest 


The Research Library of the Di- 
rect Mail Advertising Association, 
Inc., Hotel Pennsylvania, New York, 
has completed formulation of rules 
for selection of the “Fifty Direct Mail 
Leaders for 1935.” Judges will se- 
lect the leading 50 from all cam- 
paigns entered by users of direct 
mail. Winners will receive certifi- 
cates of award, and campaigns will 
first be shown at the 18th annual D. 
M. A. A. convention in Kansas City, 
Oct. 16-18. They will then be dis- 
played at regional conferences and 
exhibits, advertising clubs, and col- 
leges throughout the United States 
and Canada. 


T. N. Francis Is Dead 


Thomas N. Francis, associated with 
The Quality Group Magazines for the 
past ten years, died June 12 at the 
Flower Hospital, New York, after a 
short illness. Funeral services were 
held in New York, June 14. Mr. 
Francis was born at Harrison, O., in 
1872. He came to New York in 1912 
to join the advertising staff of Harp- 
ers Magazine, and later became ad- 
veriising manager. In 1925 he left 
Harpers Magazine to represent the 
Quality Group. 
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@ Would you pay 22 cents a quart for milk 
instead of 11 cents if that 22 cent quart con- 
tained seven pints instead of two pints? In 
advertising, there’s a buy just like that. It’s the 
Rotogravure Section of Sunday papers! For as 
the Gallup Study of reader interest on Sunday 
(sponsored by Kimberly-Clark) has proved, 


the average rotogravure ad is seen and read 


at 
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by 3% times as many adults as see or read 
advertising in any other section of the paper. 
Thus, even if the rates for rotogravure were 
consistently double those for space in other 
sections, and they’re not—according to” Stand- 
ard Rate and Data” they average about 40% 
more — rotogravure would still be the out- 


standing value in advertising. 
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mean extra cost for gas, oll, upkeep and parts. 
OVERHEAD valves—nothing else!—for the same 
good reason that airplanes use them. And speed- 


boats. Andracing cars. They get the MOST power hoe 
out of the LEAST gas. That's why overhead | + 
valves are the choice of leaders—and champions. ee PS, 
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be satisfied with any 


other low-priced car 
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Cost./ Rotocravure 


“My PROFESSION DEMANDED SWANK 


5 


a My Jemily NEEDED SAFETY! 


A Ch INTERVIEW wit INTERIOR DECORATOR WALLACE BARBOUR 


“Only 
the Style We Wanted... and 
Hydraulic Brakes” 


wean... that’s something every 
————- wants. But Mr. — 
have it. In his interior decorat 


Mf looked at @ si ew 
saidl Mr. Barhour, he 
epee 


3. “oneday I proved how evenly Hydrau- 4. Mr. Barbo: 
Ne Brakes take hold. I made a a sudden stop the factory. Teron 
Plan 


and his fa: — ith the 
payment 
on sand. ‘The tracks showed no swerving.” 


at 


@ Here are two advertisements. Both built to 
deliver messages about cars to car owners. 
Both ran in the same paper on the same Sun- 
day. Yet one of these ads—the 900 line roto- 
gravure ad—delivered its message to 364 
readers for each dollar of its cost. The other 
—a full page main news ad—delivered its 
message to only 171 readers for each dollar 
of its cost...Why? First, because the Roto- 
gravure Section’s great advantage in reader 
bhobent meant more people would see the ad 
it carried than would see the black and white 


section ad. Second, because the unequalled 


illustrative beauty and realism to which roto- 


na 
your budget. Ask or ine vfficia’ Commerch 
" sasamaillnae boot cob it Vike reese ebitvietin coat in the in 


AND uP 


gravure lends itself, impressed the ad on the 
consciousness of more readers. 

Rotogravure offers these two basic advan- 
tages to your advertising: More readers, and 
a more dramatic approach to readers. That's 
why rotogravure belongs at the head of your 
media list on Sunday. In no other section can 
you have them one-third so completely. In no 


other section can you make your advertising 


dollars buy one-third so much. 
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@ Buying space is fundamentally no different 
than buying radio time. In each, the first consid- 
eration must be, ‘How popular is the program 
which will carry my sales message?” For the 
fiction of magazines, the news of papers, the 
music of broadcasts, are simply similar vehicles of 


interest to draw attention to your story. Looked 


You can do it better with ROTOGRAVURE 


at from this simple, sound basis, the problem 
of advertising on Sunday answers itself. Of 
all the features in the Sunday paper, none ap- 
proaches the Rotogravure Section for popular- 
ity or interest. This is a fact which, applied to 
planning your advertising, can help you do better, 
a more economical, a more outstanding job. 


NEW YORK 
122 East 42nd Street 


CHICAGO 
8 South Michigan Avenue 


Established 1872 ¢ Neenah, Wisconsin 


LOS ANGELES 
510 West Sixth Street 
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FLORIDANS TO 
DISCUSS STATE 
DRIVE JULY 11 


Tampa, Fla., June 20.—At the re- 
quest of Governor David Sholtz, rep- 
resentatives of a number of civic 
and business organizations inter- 
ested in advertising Florida will 
meet in Jacksonville July 11 to work 
out preliminary plans for a coopera- 
tive advertising plan. Indications 
are that a fund in excess of $200,- 
000 will be made available for adver- 
tising in Northern cities. 

Governor Sholtz launched the state- 
wide advertising propogal at a recent 
meeting in Tallahassee of the chair- 
men of the board of commissioners 
of all Florida counties, and suggested 
that each county contribute to the 
fund on the basis of ten cents per 
capita. 

Such contributions would aggre- 
gate about $150,000, and additional 
funds would be sought from steam- 
ship companies, railroads, bus com- 
panies, hotels, from the All Florida 
Committee, and the State Chamber 
of Commerce. A fund of $75,000, an- 
nually appropriated for advertising 
for the state’s agricultural depart- 
ment, may also be available. 

The citrus advertising fund, to be 
raised by a tax on all Florida citrus 
fruits, will probably be administered 
separately, under the jurisdiction of 
a committee of all, provided for in 
the recent state legislation which 
authorized placing of the tax. The 
personnel of this committee is ex- 
pected to be named within a few 
days. 


Action Wins Praise 


The governor’s action in calling 
the Jacksonville conference was en- 
thusiastically endorsed by R. G. 
Grassfield, general manager of the 
State Chamber of Commerce, who 
declared ‘that’ “I am sure all groups 
with advertising funds to spend as 
well as those who are in a position 
to raise such funds will welcome the 
governor’s interest.” 

Additional support for the con- 
ference came from Ralph Nicholson, 
general manager of the Tampa Daily 
Times and chairman of the execu- 
tive board of the All Florida Com- 
mittee, which has already raised 
about $25,000 to advertise the state. 
He pointed out, however, that the All 
Florida Committee could not be com- 
mitted to the program until a meet- 
ing of the executive board had been 
held, and also stressed the necessity 
of spending the entire amount of 
the state fund for advertising and 
nothing for overhead. 


Tells Drivers How to 


Save Gasoline Money 


The Gulf Refining Company, Pitts- 
burgh, has launched a widespread 
advertising campaign, publicizing a 
free booklet, entitled “15 Ways to 
Save Gasoline Money,” containing in- 
formation which, if utilized, would 
entail cutting down of sales of that 
company’s products. 

The various methods outlined in- 
clude things the motorist can do for 
himself, services he can secure at 
no charge at service stations, and 
jobs that can be performed only at 


_ _ _ garages.: The booklet tells motorists 


how to start an engine, how to warm 
it up, and how to accelerate, among 
other driving hints. \ 


On Agency Compensation 


A booklet entitled “What the Media 
Owner Needs and the Advertising 
Agency Does,” has been issued by the 
American Association of Advertis- 
ing Agencies, 420 Lexington Ave., 
New York. The booklet describes the 
publisher’s relation to advertising 
and the advertising agency. It was 
written by a Four A’s member who 
for years had been a national adver- 
tiser before going into the agency 
business. 


O.K.’s Potato Drive 


The Ingram bill, providing a fund 
of $6,000 annually for advertising of 
Wisconsin potatoes, was recently 
passed by the state senate, by a vote 
of 22 to 4. 
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Syracuse toothpaste and powder 

buyers were introduced to a new 

Colgate contest recently via this 
newspaper copy. 


Copeland Bill 
riticized by 
Jersey Doctors 


Atlantic City, N. J., June 20.—A 
resolution embodying a charge of in- 
sincerity on the part of Sen. Royal S. 
Copeland, in his sponsorship of Sen- 
ate Bill No. 5, which provides for 
regulation of advertising of foods 
and drugs, was adopted by the New 
Jersey State Medical Society at its 
recent convention here. 

Declaring that the society’s mem- 
bers believe “legislation to control 
advertising should not be confused 
with uniformity of drugs and foods,” 
the resolution urged Congress to in- 
vestigate the enforcement of the ex- 
isting pure food and drug act, before 
any new pure food and drug legisla- 
tion is enacted. The society charged 
lack of enforcement of the act under 
its present administrators. 

The Copeland bill, which was re- 
cently passed by the Senate and 
which now awaits House action, was 
denounced by the society as “an un- 
enforceable law sponsored by one 
who sets himself up against false ad- 
vertising of patent medicines, while 
he himself is lending his own voice 
to radio advertising of patent medi- 
cines.” 


Springfield Union 


Starts Own Newspaper 
The Typographical Union of 
Springfield, Mass., members of which 
have been on strike against Spring- 
field Newspapers, Inc., has started 
publication of the Journal, a six-day 
morning daily, with offices in the 
Springfield National Bank Bldg. The 
newspaper is being printed in Chico- 
pee. The union has announced that 
it will incorporate as the Journal 
Publishing Company. 


Turnbull Appointed 

Henry K. Turnbull, formerly presi- 
dent of Potts-Turnbull Company, 
Chicago advertising agency, and more 
recently connected with the Wiscon- 
sin State Journal, Madison, Wis., has 
been named vice-president and direc- 
tor in charge of residential sales of 
the Stanley C. Hanks Company, Madi- 
son realtor. 


Burkhart Names Ridgway 

F. Burkhart Mfg. Company, St. 
Louis, maker of Fobafimi, a_fab- 
ricated insulator for mattresses, 
couches, etc., has appointed The Ridg- 
way Company, St. Louis, to handle its 
advertising. Business publications in 
the bedding and furniture fields will 
be used. 


New Programs 


New radio programs, changes in 
type of programs, and renewals of 


programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 


interested readers may keep abreast 


of new developments in radio ad- 


vertising. 
June 24 


Princess Pat, Ltd., for Princess Pat 
powder. Renewal. “Princess Pat 
Players.” Monday, 9:30 to 10 p. m., 
EDST, over 17 stations of the NBC 
basic Blue network. Originates at 
WENR, Chicago. Agency, McJunkin 
Advertising Company, Chicago. 


we 


Kolynos Sales Company, for Koly- 
nos toothpaste. Renewal. “Just 
Plain Bill.” Monday through Friday, 
10:15 to 10:30 a. m., EDST, over 11 
CBS stations, covering Baltimore, 
Boston, Buffalo, Cleveland, Detroit, 
New York, Philadelphia, Washington, 
Chicago, Minneapolis, and St. Louis. 
Originates at WABC, New York. 


Agency, Blackett-Sample-Hummert, 
Inc., New York. 
v,vy 

Wyeth Chemical Company, for Jad 
Salts. Renewal. “Mrs. Wiggs of the 
Cabbage Patch.” Monday through 
Friday, 10:45 to 11 a. m., EDST;, over 
six CBS stations, covering Cleveland, 
Chicago, Buffalo, New York,. Phila- 
delphia, St. Louis. Originates at 
WABC, New York. Agency, Blackett- 
Sample-Hummert, Inc., New York. 


June 27 

A. 8S. Boyle Company, for Old Eng- 
lish floor wax. Renewal and change 
of time. “Lazy Dan, the Minstrel 
Man.” Thursday, 2:30 to 3 p. m., 
EDST (formerly Sunday, 2 to 2:30 
p. m.), over 16 stations of the CBS 
network. Originates at WABC, New 


York. Agency, Blackett-Sample- 
Hummert, Inc., New York. 
June 28 


Sterling Products Company, for 
Phillips’ Milk of Magnesia. Renewal. 
“Waltz Time.” Friday, 9 to 9:30 
p. m., EDST, over 18 stations of the 
NBC Red network. Originates at 
WEAF, New York. Agency, Blackett- 
Sample-Hummert, Inc., New York. 


July 1 
Horlick’s Malted Milk Corporation. 
New. “Lum ’n’ Abner.” Monday, 
Tuesday, Wednesday and Friday, 
7:30 to 7:45 p. m., EDST, over seven 


stations of the NBC Blue network. 
Originates at WENR, Chicago. 
Agency, Lord & Thomas, Chicago. 

ny vg 

John H. Woodbury, Inc., for face 
powder and cream. Renewal. Mon- 
day, Wednesday and Friday, 7:45 to 
8 p. m., EDST, over 20 stations of the 
NBC Blue network. Originates at 
WJZ, New York. Agency, Lennen 
& Mitchell, Inc., New York. 

oR me. 

Household Finance Corporation. 
Renewal. Anthony Candolera’s or- 
chestra and male soloist. Monday 
and Wednesday, 6:30 to 6:45 p. m., 
EDST, over WABC, New York, and 
WCAU, Philadelphia, only. Originates 
at WCAU. Agency, Charles Daniel 
Frey Company, Chicago. 


| Conde Nast Issues Book 


on Color Photography 

Conde Nast Publications, Inc., has 
just issued “Color Sells,” an excep- 
tionally beautiful volume replete with 
examples of color photography by 
Bruehl-Bourges. 

The volume, which also contains a 
number of outstanding examples of 
color photography used in advertise- 
ments in Conde Nast publications, 
was printed by the Conde Nast Press, 
with engravings made by Conde Nast 
Engravers, Inc. 

Included as a foreword is a brief 
description of the development of 
color photography. 


FARMERS WIFE | 


1269 RICHEST 
CIRCULATION 


FARM COUNTIES 


NO COINCIDENCE ! 


There are good reasons why The Farmer’s 
Wife’s Circulation map ‘ees with the farm- 
wealth map so closely! Our circulation 

tem is uniquely effective in concentrating 
the circulation in the wealthy farm coun- 
tries, weeding out low buying power at the 
start. 
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And..SELL 20% 
For Your Advertising Dollar! 


It is just as easy now to select the farm women who cook for b 
families of hearty eaters as it is to reach the city women who coo 
for 20% smaller families (when restaurants aren’t doing the cooking 
for them). Why not do it? Learn the easy way to sell to 1,050,000 
of these farm cooks—selected for their buying power. It is easy to 
do if you use THE FARMER’S WIFE Magazine! 


Only ONE MAGAZINE IS WRITTEN FOR THE 40% 
OF AMERICA’S WOMEN WHO LIVE IN RURAL AREAS! 


NEW YORK 
405 Lexington Ave. 


SCORE of women’s mag- 
azines compete for cover- 


age, and duplicate one another, | 


in the town and city market, 
sending minor portions of their 
circulation out to the country. 
Only one magazine is concen- 
trated in the area where in- 
come has nearly doubled in 
the last two years and where 
packaged food sales are boom- 
ing—the farm area. 
_ It is THE FARMER’S 
“WIFE Magazine. It is not 
surprising that no other maga- 
zine has such popularity on the 
farm—for no other woman’s 


MORE FOOD 


magazine is edited for farm 
women. Not another women’s 
publication in America recog-* 
nizes the obvious fact that the 
home-making problems of farm 
women are different from those 
of town and city women. 
Smart, up-to-date and clever as 
any city woman, the farm 
woman still cooks without gas, 
lives miles from the nearest 
doctor, and sends her children 
long distances to school. Only 
THE FARMER’S WIFE is 
edited to give the farm woman 
the reading that interests her 
most—written around her life. 


The Woman’s Magazine with the Fastest Growing Reader Income! 


CHICAGO 
N. Michigan Ave. 


ST. PAUL 
55 E. 10th St. 


SAN FRANCISCO 
155 Montgomery 8t. 
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ALL-YEAR SALE 
OF WATCHES IS 
WATERBURY AIM 


Moves to Iron Out Holiday 
Peak in Sales Curve 


Waterbury, Conn., June 21.—Seek- 
ing to develop a year-round market 
for its “Mickey Mouse” watches, 
which heretofore have sold chiefly 
at Christmas, The Ingersoll-Water- 
bury Company has launched an in- 
tensive campaign employing unusual 
point-of-sale material backed up by 
advertising in the Saturday Evening 
Post and trade papers, according to 
R. G. Brown, sales manager. 

During the Christmas seasons of 
1933 and 1934, it was impossible for 
the factory to produce enough Mickey 
Mouse watches to supply the demand, 
although during both seasons, pro- 
duction records dating back to the 
most prosperous years of this com- 
pany were broken several times, Mr. 
Brown said. 

“Dealers, influenced by the large 
number of calls made upon them for 
watches which they could not supply, 
somehow or other gained the im- 
pression that Mickey Mouse should 
be treated as a holiday item and that 
during the remainder of the year it 
should be allowed to slumber,” Mr. 
Brown asserted. 

“We were not content with this 
attitude on the part of the dealer 
and were convinced that the two 
and one-half million children who 
arrive at six years of age each year 
in this country presented a real 
market at which to shoot. The very 
fact that children of this age are 
usually allowed to attend Mickey 
Mouse movies made it seem desir- 
able to us to cash in on this in- 
terest.” 


Flasher Is Used 


The new “Mickey” campaign is 
centered around an illuminated ac- 
tion display occupying 18 inches of 
counter or window space in which 
the celebrated Disney rodent is 
shown pulling watches out of the air, 
or apparently so. The sleight of 
hand, “now you see it—now you 
don’t,” effect has proved an effective 
stopper, Mr. Brown told ADVERTISING 
AGE, 

“In the four weeks since the 
flasher was announced,” he said, “we 
have booked orders well in excess of 
100,000 pieces of Mickey Mouse wrist 
watches and have assured ourselves 
of widespread display during a nor- 
mally slack period. The line was 
two years old on June 1 and already 
more than two and one-half million 
pieces have been sold.” 

Each “Mickey” watch is now 
packed in a brightly colored self- 
display box which ties in well with 
the action unit. The flasher is fur- 
nished without charge to dealers 
with the purchase of 12 or more 
wrist watches. The watch retails 
at $2.95. 

During the summer the line will 
be featured in full-column and half- 
column releases appearing in the 
Saturday Evening Post, along with 
other items manufactured by the 
company. Trade papers being used 
to direct dealer attention to the cam- 
paign include Jewelers’ Circular- 
Keystone, Drug Topics, American 
Druggist, Hardware Age and Na- 
tional Jeweler. 


Has New Models 


Ingersoll-Waterbury is also intro- 
ducing its new Yankee watches, first 
shipments of which left the factory 
late in May. The Yankee is de 
scribed as a “stream-line” pocket 
watch and is furnished in both 
standard dial and radiolite, selling 
respectively at $1.50 and $2 retail. 

The Yankee is packed in a display 
carton of six, with watches exposed 
in three positions to illustrate three 
sales points—attractive face and un- 
breakable crystal, scratch-resistant 
back and edge thinness. These fea- 


tures are stressed in the Saturday 
Evening Post copy. 


Resigns as Counsellor 


Marschalk and Pratt, Inc., New 
York, has resigned as advertising and 
marketing counsellor of Petroleum 
Heat & Power Company, Stamford, 
Conn., an affiliate of Standard Oil 
Company of Indiana, in order to 
avoid possibilities of competitive con- 
flicts. The agency was recently ap- 
pointed to direct radio advertising of 
Standard Oil Company of New Jer- 
sey. 


Joins “Traffic World” 


E. M. Johnson, formerly a mem- 
ber of the staff of the Coordinator 
of Transportation in Washington, 
has joined the advertising depart- 
ment of The Traffic World, Chicago. 


Asks Buyers 
To Describe 
Drink Flavor 


Birmingham, Ala., June 20.—The 
Dr. Pepper Company of Dallas, has 
inaugurated a $2,500 cash prize con- 
test in order to get written reactions 
of consumers to the flavor of its fea- 
tured soft drink, Dr. Pepper. 

Descriptions of the flavor, rather 
than names, are sought. No labels or 
other purchase proofs are required 
from entrants. In announcing the con- 
test, the company states that for 
years consumers have guessed the 
flavor to be “prune,” “cherry,” 


“peach seed,” and “huckleberry,” but 
that none of these is correct. 

Details of the contest are being 
given in a series of newspaper ad- 
vertisements. The contest is also 
being advertised through Holland’s 
Magazine, and the “Pepper Uppers,” 
Sunday night radio program. Entry 
blanks have been made available at 
fountains and soft drink stands. The 
first prize is $1,000. 


N. J. Poster Bill 


Receives Setback 


The New Jersey billboard tax re- 
vision measure, which would replace 
the three-cent per square foot tax 
on billboards with a tax based on 
the number of boards in operation, 
was referred back to the Senate high- 
ways committee of the New Jersey 


legislature, just as members of the 
Senate believed the measure was 
coming up for a final vote. 

The bill is favored by outdoor ad- 
vertising interests, and is opposed 
by a lobby of civic and women’s or- 
ganizations. Senator Reed, com- 
mittee chairman, announced that the 
bill had been reported favorably 
“by mistake,” and moved its recom- 
mitment. 


Three Join Haire 


Stanley Bayer, for ten years with 
Iron Age, has become associated with 
Haire Publishing Company, New 
York, as sales promotion manager. 
Alvin Zises, formerly of Piece-Goods 
Promotion, has joined Haire as edi- 
tor of Fabrics, and Thomas N. Clancy 
has been made advertising manager 
of Fabrics. 


Only 


wnou- buy goods 


HIS advertisement is published in the 

interest of manufacturers who seek in- 
formation about the Pacific Coast and its 
present day capacity to buy merchandise. 
The facts are these: — 


 PECUILL eR aerntes 
FARE 


AMERICA’S 
HIGHEST PER CAPITA 
BUYING POWER 


More people are now employed than at any period 
during the past four years. In fact, so many people 
are earning substantial salaries and wages that 
they now spend Two and One-Half Billion Dollars 
per year at retail. In addition, they also spend 
enough on private construction, exclusive of Gov- 
ernment projects, to raise permits 79% in the first 


quarter of this year. 


Thus, the Coast’s consumption of goods is of great- 
est importance to every manufacturer. 


General standards cannot be applied to the Coast 
since it does not depend upon “general” business. 
For example, a minor portion of its income comes 
from industrial plants. The Coast’s chief source of 
income is Nature; the rocks, the soil, the waters. 


LOS ANGELES 
EXAMINER 


Even its agriculture is different, consisting very 
largely of products in wide use, yet exclusive to the 
Coast. 
not as fluctuating as that for staples such as corn, 


Thus, demand for the Coast’s products is 


wheat, etc. 


As a result, people of the Coast continue to enjoy 
the nation’s highest spending power, $279. as 
against $203. for the country ... they are now buy- 
ing more automobiles per capita than any other 
section .. . they increased their life-insurance this 
year by 25%... they spend $2000. more per food 
and drug outlet, than Atlantic Coast states. 
AGRICULTURE 


Pe, 


$18,431 AS AGAINST $7,614 
FOR COUNTRY 


The soil and the clouds are never idle. They 


always carry on. 


This year is no exception. Rain has been plentiful. 
Dust storms did not cross the mountains. Orange 
production is up 14 million boxes; lemons 30%; 
demand greatly stimulated by severe frost damage 
in Europe. Fruits and nuts valued at $210,000,000 
in 1934, have been increased this year. Field crops 
of $213,000,000 enjoy similar increase. Live-stock 


SAN FRANCISCO 
EXAMINER 


NATIONALLY REPRESENTED BY 
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Installs High Fidelity 


KXYZ, 1,000-watt station owned 
and operated by the Harris County 
Broadcast Company, Houston, has in- 
stalled RCA high fidelity equipment. 
KXYZ recently moved into new 
studios, installed a vertical radiator 
antenna, and contracted for program 
service of the World Broadcasting 
System. 


Trudelle Agency Expands 


The name of the Trudelle Adver- 
tising Agency, Cleveland, has been 
changed to Trudelle & Co. Four 
additions have been made to the 
staff. They are Larry Jewell, former 
executive secretary of the Come to 
Cleveland Committee; George G. 
Rich, Jack C. Thomas, and Blake 
Crider. 


Swift’s Jewel 
Shortening Is 
Coming North 


Chicago, June 20.—In the first ex- 
tensive newspaper campaign placed 
behind Jewel shortening in ten years, 
Swift & Co., Chicago, are not only 
strengthening their hold on Southern 
markets, but are introducing the 
product in two new cities—St. Louis 
and Indianapolis. 

Jewel shortening, said to outsell 
all others, has relied almost exclu- 
sively on outdoor advertising for 
many years. The addition of news- 


papers is said to be something in the 


nature of a test, particularly in the 
two Northern markets. 

Copy appearing in Southern news- 
papers reminds the reader that 
Swift’s Jewel shortening is “pre- 
ferred to the costliest shortenings by 
famous Southern cooks.” A cartoon 
style is being utilized, featuring some 
noted Southern recipes such as apri- 
cot upside-down muffins and orange 
pie. 

Somewhat larger space is being 
used in the St. Louis Post-Dispatch 
and Indianapolis News, and the head- 
line stresses, in addition to the fact 
that Jewel is the famous shortening 
from the South, that it sells from 
three to seven cents less than com- 
petitive brands. The conventional 
Negro butler is introduced with a 


paean anent the virtues of Jewel. 


A success note was struck in a later 
advertisement with the statement 
that “throughout the North, hos- 
tesses are enthusiastically agreeing 
that this famous shortening from the 
South gives better baking results 
than costlier types.” 

J. Walter Thompson Company is 
placing the campaign. 


Agency Promotes Oswald 

Charles Oswald has been elected 
vice-president of Richardson-Oswald, 
Inc., Cleveland, formerly known as 
Richardson-Plant, Inc. Mr. Oswald 
has been associated with the company 
for five years as copy chief and art 
director. John H. Dykstra, formerly 
of Mumm-Romer-Robbins and Pear- 
son and Pearson, Inc., Columbus, 0O., 
has been added to the agency’s copy 
staff. 


And 2'2 


iiiton Dollars Worth 


is a LOT for them to buy... 


and derivative products scored sales of $227,000,000 
and excel that record this year. 


in fruits, the wine industry is up. Timber produc- 


tion always dependent upon building construction 


and allied work, increases with the increase in 


these industries, already cited. 


HEAVY a 
INCREASES 


Canning and packing of fruits, vegetables, meats 
and fish annually total over $300,000,000. This year 


there is an over-demand for salmon, an increase 


In General . . . The Coast is different . . . not alone 
in the size of its marketing areas; five times bigger 
than the East; not alone in its very much greater 
purchasing power; but, most particularly, in the 
ease and certainty with which its vital areas can be 
controlled through the influence and store-door 
pressure of a comparatively few powerful news- 
papers. 


Swiftest Pathway to the Coast's 


As abasic productive force to sell the bulk 
of the Coast’s huge volume, 74 national 
advertisers use COLOR ON THE COAST 
in the three great coast newspapers ...Los 
Angeles Examiner, San Francisco Exam- 
iner, Seattle Post-Intelligencer. 


The extra SHOCK FACTOR OF SPOT 
COLOR in less-than-page units in morning 


and Sunday newspapers has proved highly 
profitable. Not only because COLOR de- 


SEATTLE 


POST-INTELLIGENCER 


HEARST INTERNATIONAL ADVERTISING SERVICE 


24% Billion 


picts product and argument in more nat- 
ural hues, but also because these three 
dominant newspapers of the Coast’s three 
great markets are outstanding in their 
influence over men and women of their 
respective markets. 


- 


Rates and circulation break-down, as well 
as details of records of sales-success with 
COLOR on the COAST, will be furnished 
upon request. 


RODNEY E. BOONE, General Manager 


PARIS RELATES 
COOLNESS STORY 
THROUGH PICTURE 


Garter Campaign Omits 
Product Illustration 


Chicago, June 20.—The desirabil- 
ity of Paris garters and suspenders 
for summer wear has been made 
conspicuous by the absence of illus- 
trations of those products from A. 
Stein & Co.’s advertising in news- 
papers, magazines, and displays for 
window and interior use. 

The “coolhess” theme has been 
dramatized throughout the advertis- 
ing effort. The dealer display is 
dominated by a ‘swimming pool 
scene, shown on the background 
panel. A diving maiden is being 
watched by an ardent admirer who 
apparently has had a cooling swim. 


Feature Slogan Only 


The young man is seated in the 
foreground, in a cool white suit, 
white shoes, white socks, a summer 
ensemble. No Paris products are 
shown, but the inference is that 
the well dressed young man is wear- 
ing them. 

The gesture successfully made in 
this exhibit to aid the merchant in 
selling his general line of summer 
apparel and in creating a summer 
atmosphere for his store, was 
promptly recognized by dealers, ac- 
cording to Joseph M. Kraus, adver 
tising manager. 

The only mention made of the 
company’s products in connection 
with the display is the slogan on 
the background panel, in inconspicu- 
ous type, “Garters and Suspenders 
by Paris—Keep You Cool.” Deal- 
ers have grouped Paris products in 
front of and at the sides of the dis- 
play. 

No Products Shown 


Special advertising in magazines 
and newspapers will appear during 
June, July and August, and will re- 
inforce the dealer window display 
by repeating the swim scene illus- 
tration shown on the background 
panel of the window display. Neither 
the newspapers nor the magazine 
copy will carry illustrations of Paris 
merchandise. Copy will stress the 
ability of Paris garters to help one 
“keep cool—feel great—look right.” 

In the summer of 1934, when tests 
were made in selected cities of a 
new summer line of Paris garters 
and suspenders, woven of light- 
weight elastics in summer colorings, 
dealers were furnished with displays 
depicting a sailboat serenely gliding 
along, with the caption, “Paris Gar- 
ters and Suspenders—Cool as a Sea 
Breeze.” None of the display ma- 
terial illustrated merchandise. No 
consumer advertising was employed 
in connection with this initial ef- 
fort. The result of the 1934 sum- 
mer test justified extended plans 
for 1935. 


Urge Summer Display 


The company has been behind on 
deliveries of Paris garters and sus- 
penders for more than a month, as 
a result of the 1935 demand for Paris 
garters and suspenders for summer 
wear, according to Mr. Kraus. 

“We urge the dealer to make ade- 
quate display of sport belts, summer 
neckwear, panama hats and other 
related summer merchandise, in con- 
junction with the use of the exhibit 
for window or department use,” Mr. 
Kraus said. 

“Dealers have found that the use 
of this summer display not only 
changes the character of their win- 
dow presentation and adds to its 
sales appeal, but enables them to 
transform the atmosphere of their 
store to the refreshing tempo of 
summer days.” 

The plan is succeeding in produc- 
ing extra business for the dealer, 
Mr. Kraus said, because it means 
the sale of additional items to 


those ordinarily sold. 
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LINEAGE OF 
NEWSPAPERS 
UP SLIGHTLY 


New York, June 21.—Total adver- 
tising lineage in the newspapers of 
81 cities measured by Media Records 
during May of 1935 and 1934 was ap- 
proximately 2.6 per cent greater this 
year than last year, ADVERTISING AGE’S 
analysis reveals. 

Last month the newspapers in 
these 81 cities carried a total of 168,- 
257,382 lines of advertising, while in 
May of 1934 the total for the same 81 
cities was 164,043,214 lines, a differ- 
ence of 4,214,168 lines. 

This gain in total lineage was not 
evenly distributed among the various 
classifications, however, 


tionate gain, while both national and 
automotive lineage dropped off. 

Retail lineage in the 81 cities meas- 
ured during both years totalled 94,- 
004,119 in 1935, and 90,370,656 in 1934, 
a gain of 3,633,463 lines or approxi- 
mately four per cent. 

General advertising amounted to 
30,190,887 lines in May, a loss of 
1,899,389 lines from the 32,090,276 
lines carried in May of 1934, or a 
percentage decrease of 5.9. 

In the automotive classification 
12,787,811 lines of advertising were 
carried by the newspapers of the 81 
comparable cities during May, com- 
pared with 13,502,901 in May of 1934. 
This is a loss of 715,090 lines, or 
about 5.3 per cent. 


Classified Up Sharply 


Financial lineage, which was par- 
ticularly hard hit during the preced- 
ing two years, continued to show a 
small increase. This classification 
totalled 2,470,363 lines in May, up 
94,730 lines, or about four per cent, 
from the 2,375,633 lines carried in 
May of last year. 

Healthy gains were registered in 
classified lineage, the total for May 
being 26,012,171 lines, against 23,- 
045,597 lines in the same 81 cities in 
May of last year. This is an in- 
crease of 2,966,574 lines, or almost 
12.8 per cent. 

Detailed figures for each of the 81 
cities analyzed, as well as for eight 
additional cities which were not 
measured in 1934, and whose figures 
consequently are not taken into con- 
sideration in the foregoing analysis, 
are given in the adjoining columns. 


“Modern Salesmanship” 
to Make Bow in July 


A new magazine, Modern Salesman- 
ship, will be launched with an August 
issue, circulating early in July, by J. 
K. Wilson, president of Modern Pub- 
lications, Inc., Palmolive Bldg., Chi- 
cago. Mr. Wilson, who will serve as 
national advertising manager of the 
new publication, was formerly presi- 
dent of the Opportunity Publishing 
Company. James A. Walworth, for- 
merly Western advertising manager 
of Opportunity, is Western advertis- 
ing manager. 

Roy O. Wiker, editor and publisher: 
of Modern Salesmanship, and vice- 
president of the company, was for- 
merly editor and publisher of Opportu- 
nity, and later with Photoplay and 
Shadoplay. E. W. Romer, formerly 


treasurer of Opportunity Publishing 


Company, is treasurer of the new 
company. 


Graham Changes Made 


D. N. Larson, former Seattle and 
San Francisco manager for the Gra- 
ham-Paige Motors Corporation, has 
been appointed Western sales man- 
ager of the company, in charge of 
sales operations west of the Missis- 
sippi river. Irwin Broze, Seattle dis- 
trict manager, has been transferred 
to San Francisco, where he will take 
over the sales direction of the north- 
ern California area. B. N. Hyland 
has joined the Graham organization 
as Seattle district manager, covering 
Washington, Oregon, Idaho, Montana, 
and Wyoming. : 


: 


Studio Opens 

The Jolivette Studio, commercial 
photography and photo retouching, 
has been established at 620 N. Michi- 
gan Ave., Chicago. 


classified | 
lineage showing the largest propor-' 


MAY NEWSPAPER ADVERTISING LINEAGE FOR 1935 AND 1934 IN LEADING CITIES 


Total 
(Including 

City Retail General Automotive Financial Classified Legal) 
1935 1,442,724 226,613 142,329 500 349,291 2,192,973 
Ce ee 1934 1,424,422 223,538 124,894 7,665 274,691 2,067,891 
Diff + 18,302 +3,075 = +: 17,435 + 4,835 +74,600 +125,082 
1935 954,236 418,736 207,263 47,275 303,336 2,090,656 
*Albany 1934 1,045,468 522,928 207,540 41,848 293,536 2,318,103 
Diff —91,232 —104,192 = —277 +5,427 +9,800 —227,447 
1935 428,625 130,962 68,240 7,803 77,560 717,704 
Albuquerque ..1934 369,636 132,635 118,220 8,145 87,040 726,911 
Dift + 58,989 —1,673 —49,980 —342 —9,480 —9,207 
1935 1,279,398 384,264 160,484 33,218 354,154 2,238,509 
*Atlanta ..... 1934 1,120,645 429,079 181,019 28,057 309,517 2,097,001 
Diff +158,753 —44,815 —20,535 +6,161 +44,587 +136,508 
. 935 309,139 81,031 37,366 1,031 55,863 497,037 
1Atlantic City..1934 271,741 82,535 43,280 6,297 60,443 495,550 
iff +37,398 —1,504 —5,914 —5, 266 —4,580 + 1,487 
: 1935 1,912,756 630,710 248,561 50,499 548,571 3,409,310 
*Baltimore ...1934 1,924,288 652,514 255,950 49,382 527,979 3,428,787 
Diff —11,532 —21,804 —7,389 +1,117 +20,592 —19,477 
+Bangor, Me..1935 328,188 147,187 57,204 2,590 108,117 652,674 
1935 888,357 333,335 138,935 33,996 153,902 1,577,748 
Birmingham ..1934 738,433 340,189 156,438 23,300 121,739 1,389,589 
Diff +149,924 —6,854 —17,503 + 10,696 +32,163 +188,159 
1935 2,986,186 1,122,901 357,671 78,887 697,931 5,293,558 
2*Boston ..... 1934 2,820,114 1,217,857 352,461 86,704 687,184 5,217,775 
Diff +166,072 —94,956 + 5,210 —7,817 + 10,747 + 75,783 
1935 1,638,261 448,669 221,252 36,463 338,127 2,700,213 
Buffalo 1934 1,463,732 464,026 237,443 41,234 $34,852 2,558,403 
Dif€ +174,529 —15,357 —16,191 —4,771 +3,275 +141,810 
1935 367,858 128,395 49,687 8,887 92,784 682,147 
*Camden, N. J.1934 369,430 163,178 66,627 7,264 75,113 716,340 
Dift —1,572 —34,783 —16,940 +1,623 +17,671 —384,193 
1935 605,379 176,927 85,122 20,188 123,345 1,018,155 
Chattanooga ..1934 505,818 164,805 107,367 16,936 115,046 918,566 
Dift + 99,561 +12,122 —22,245 + 3,252 + 8,299 + 99,589 
1935 2,716,358 933,796 282,052 68,545 1,052,883 5,067,153 
*Chicago ..... 1934 2,543,457 1,090,093 295,027 68,805 932,707 4,950,788 
Diff +172,901 —156,297 —12,975 —260 +120,176 +116,365 
1935 ~=—-1, 398,826 498,530 212,377 31,383 449,753 2,603,739 
Cincinnati ....1934 1,366,616 503,399 199,207 44,977 405,874 2,530,983 
Diff +32,210 —4,869 +13,170 —13,594 + 43,879 + 72,756 
1935 1,629,966 492,134 239,321 40,786 413,991 2,821,743 
Cleveland 1934 1,567,712 534,430 229,239 37,435 360,189 2,734,522 
Diff _+62,254 _ G8 +10,082 + 3,351 + 53,802 + 87,221 
1935 1,299,453 329,368 153,082 47,794 327,248 2,171,728 
Columbus 1934 1,216,857 423,951 151,758 49,147 273,242 2,132,606 
Diff +82,596 —94,583 +1,324 —1,353 + 54,006 + 39,122 
1935 1,757,032 454,196 147,278 33,871 379,972 2,783,579 
NUNS xc anccs's 1934 1,555,025 516,108 160,189 34,921 342,744 2,624,377 
Diff +202,007 —61,912 —12,911 —1,050 +37,228 +1659,202 
1935 1,369,902 297,558 ~ © 170,807 24,127 318,457 2,212,855 
Dayton 1934 1,374,985 347,732 179,842 29,271 $17,117 2,280,316 
Diff —5,083 —50,174 —9,035 —5,144 +1,340 —67,461 
1935 872,205 309,091 121,222 29,151 276,706 1,616,918 
Denver 1934 $69,016 309,141 143,757 12,660 252,275 1,599,529 
Diff + 3,189 —50 —22,535 +16,491 + 24,431 +17,389 
1935 540,964 300,640 158,660 19,285 217,929 1,239,917 
Des Moines... .1934 591,384 $17,425 182,215 6,013 196,373 1,299,929 
Diff —50,420 —16,785 —23,555 +13,272 +21,556 —60,012 
1935 1,918,548 636,412 333,765 50,529 762,559 3,703,920 
*Detroit ...... 1934 1,877,947 678,618 324,178 48,185 604,308 3,534,213 
Diff +40,601 —42,206 + 9,587 +2,344 +158,251 +169,707 
1935 424,227 119,323 43,806 21,895 55,858 676,216 
Easton, Pa..... 1934 392,127 98,187 49,728 20,153 45,542 616,953 
Diff + 32,100 + 21,136 —5,922 +1,742 +10,316 + 59,263 
1935 498,232 141,648 87,686 6,241 143,948 881,633 
Bi Paso ...... 1934 508,541 159,799 102,828 6,093 127,897 909,390 
Diff —10,309 —18,151 —16,142 —852 +16,051 —27,757 
1935 601,430 233,581 116,124 8,329 171,068 1,150,413 
A rok ace a8 1934 499,102 252,012 128,393 8,015 179,661 1,088,510 
Diff +102,328 —18,431 —12,269 +314 —8,593 + 61,903 
1935 1,019,102 238,759 113,989 24,087 155,834 1,562,790 
Evansville ....1934 972,842 227,234 122,068 27,090 135,114 1,500,721 
Dift + 46,260 +11,525 —8,079 —3,003 + 20,720 + 61,569 
1935 284,061 107,315 57,923 5,019 32,198 496,311 
Fall River 1934 302,745 113,230 73,870 4,405 35,941 540,284 
Diff —18,684 —5,915 —15,947 +614 —3,743 —43,973 
1935 $24,638 214,449 97,514 13,366 157,164 1,334,157 
Ft. Wayne 1934 770,654 285,441 120,607 12,666 143,798 1,351,298 
Diff +53,984 —70,992 —23,093 +700 +18,366 —17,141 
1935 656,868 315,993 108,642 8,688 211,925 1,312,602 
Ft. Worth 1934 643,212 366,489 143,402 14,768 163,014 1,340,946 
Dift +13,656 —50,496 —34,760 —6,080 +48,911 —28,344 
1935 389,068 72,064 56,232 12,921 116,456 850,550 
Freeport ..... 1934 367,587 71,470 67,430 12,341 96,222 781,515 
Diff + 21,481 +594 —11,198 +580 + 20,234 +69,035 
, RECESS 1935 506,988 53,847 39,600 7,404 57,298 679,716 
1935 292,615 61,712 39,511 22,028 43,504 464,438 
Glens Falls ..1934 262,013 64,873 35,449 14,027 39,837 418,068 
Dift + 30,602 —3,161 + 4,062 + 8,001 + 3,667 + 46,370 
1935 550,430 233,942 102,431 9,540 98,554 1,027,652 
‘Harrisburg ..1934 504,101 219,080 125,864 7,404 74,451 965,845 
Diff + 46,329 +14,862 —23,433 + 2,136 + 24,103 + 61,807 
1935 1,206,474 262,785 189,258 40,319 185,385 1,902,348 
Hartford ..... 1934 1,218,461 338,294 163,918 40,498 165,454 1,945,948 
Diff —12,177 —75,509 + 25,340 —179 +19,931 —43,600 
1935 1,132,113 343,277 170,442 30,743 380,262 2,066,975 
Houston ...... 1934 1,083,041 381,684 163,744 30,416 $17,587 1,986,257 
Diff +49,072 —38,407 + 6,698 +327 + 62,675 + 80,718 
1935 1,501,689 389,573 202,822 33,372 412,516 2,553,468 
Indianapolis ..1934 1,488,393 445,862 198,571 30,694 382,990 2,570,780 
Diff +13,296 —56,289 +4,251 + 2,678 +29,526 —17,312 
1935 664,071 224,331 106,501 22,105 199,784 1,223,832 
Jacksonville ..1934 571,718 175,576 131,465 21,298 223,277 1,136,622 
Dift + 92,353 +48,755 —24,964 +807 —23,493 + 87,210 
1935 533,473 80,463 85,872 13,660 96,049 826,819 
Jamestown 1934 494,859 109,211 74,432 11,756 87,079 792,445 
Dift +38,614 —28,74 +11,440 +1,904 + 8,970 + 34,374 
*#Johnstown 1935 510,397 $9,369 90,360 5,649 47,835 750,369 
935 767,961 206,677 66,362 28,051 155,754 1,238,231 
Knoxville 1934 587,313 159,177 97,723 29,904 98,428 983,487 
Diff +180,648 +47,500 —81,361 —1,853 +57,326 +254,744 
1935 1,737,659 667,100 254,823 76,479 895,818 3,635,197 
*Los Angeles 1934 1,622,021 690,283 272,865 55,511 792,175 3,436,365 
Diff +115,638 —23,183 —18,042 +20,968 +103,643 +198,632 
fLouisville ...1935 1,396,995 406,235 135,525 51,255 295,847 2,300,543 
1935 308,573 79,513 56,689 5,227 32,955 487,360 
Manchester ..1934 272,548 82,883 61,201 2,113 33,203 457,242 
Dift + 36,025 —3,370 —4,512 +3,114 —248 + 30,118 
1935 = 1,021,520 241,616 101,455 22,415 192,521 1,584,396 
Memphis ..... 1934 862,996 261,004 142,488 10,112 157,609 1,441,377 
Diff +158,524 —19,388 —41,033 +12,303 +34,912 +143,019 
1935 1,421,340 460,713 175,694 23,884 548,946 2,643,292 
*Milwaukee ..1934 1,255,852 549,216 195,874 18,350 568,497 2,599,888 
Diff +165,488  —88,503 —20,180 +5,534 —19,551 +43,404 
1935 =-1,275,341 453,479 189,172 29,456 351,655 2,333,680 
Minneapolis ..1934 1,273,213 439,007 179,597 12,363 315,649 2,262,083 
Dift + 2,128 +14,472 + 9,575 +17,093 + 36,006 + 71,597 
1935 1,675,793 759,637 221,787 52,622 287,526 3,018,307 
Montreal ..... 1934 1,681,776 709,677 262,983 64,883 265,395 3,003,496 
iff —5,983 +49,960 —41,196 —12,261 + 22,131 +14,811 
fMuncie ......1935 689,153 123,877 53,689 8,335 114,635 896,273 
1935 726,551 219,041 105,259 24,551 150,679 1,231,563 
SNashville ....1934 650,772 216,052 113,295 10,632 113,242 1,113,328 
Diff + 75,779 + 2,989 —8,036 +13,919 +37,437 +118,535 
1935 1,446,482 401,872 176,396 41,421 534,652 2,700,468 
Newark ...... 1934 1,399,923 441,127 189,056 41,935 $17,222 2,495,379 
Dift +46,559 —39,255 —12,660 —514 +217,430  +205,089 
1935 1,661,522 448,327 148,817 21,313 633,312 2,928,303 
New Orleans..1934 1,494,256 460,325 161,008 24,894 431,830 2,627,960 
Diff +4167,266 —11,998 —12,191 —3,581 +101,482 +300,343 
1935 6,275,319 1,953,762 347,192 218,760 1,060,874 8,897,651 
*New York ..1934 4,876,832 2,129,602 369,033 230,496 1,056,930 8,683,121 
Diff +398,487 —175,740 —21,841 —11,736 +3,944 +4214,530 
1935 648,363 281,245 108,142 25,799 341,697 1,745,730 
Brooklyn ..... 1934 $16,045 302,017 116,529 33,905 444,523 1,958,136 
Diff —167,682 —20,772 —8,387_ —8,106 —102,826 —212,406 
1935 483,904 67,474 43,715 3,681 40,816 656,364 
Niagara Falls 1934 386,586 87,876 44,056 9,565 26,954 569,729 
Diff +97,318  —20,402 —341 +5,884 + 13,861 + 86,635 
1935 700,368 289,339 117,612 17,830 345,326 1,484,281 
Oakland ..... 1934 665,791 281,961 115,188 8,790 315,329 1,402,478 
Diff + 34,567 +7,378 + 2,424 + 9,040 + 29,997 + 81,803 


Total 
(Including 
City Retail General Automotive Financial Classified Legal) 
1935 912,262 321,025 131,998 13,917 244,989 1,625,595 
Okla. City ...1934 857,157 374,233 143,838 7,352 241,084 1,626,583 
Dift +655,105 —653,208 —11,840 + 6,565 + 3,905 —988 
1935 1,015,946 319,099 ~—«*143,001 10,899 193,947 1,685,692 
*Omaha ..... 1934 1,047,108 323,333 160,577 9,691 188,198 1,731,922 
Diff —31,162 —4,234  —17,576 +1,208 +5,749 —46,330 
1935 =1,411,477 345,649 154,179 11,232 270,296 2,207,415 
Peoria ..... --1934 1,325,784 367,206 173,289 8,908 217,268 2,108,289 
Dift +85,693 —21,557 —19,110 + 2,324 + 53,028 + 99,126 
*#Perth Amboy 1935 270,219 76,899 47,913 14,352 22,954 447,954 
1935 2,607,237 989,628 298,563 60,836 657,651 4,787,260 
Philadelphia ..1934 2,744,777 1,061,188 295,147 69,723 641,301 4,979,033 
Diff —137,540 —71,560 + 3,416 +1,113 +16,350 —191,773 
1935 547,992 218,314 126,271 9,967 164,565 1,072,851 
Phoenix ...... 1934 480,055 216,581 157,904 10,259 134,608 1,001,530 
Dift + 67,937 +1,733  —31,633 —292 + 29,957 + 71,321 
1935 2,189,869 626,639 207,965 24,792 436,842 3,591,085 
*Pittsburgh ..1934 2,909,412 640,816 225,683 13,557 339,009 4,216,545 
Dif€é —719,543 —14,177  —17,718 +11,235 +97,833 —625,460 
1935 940,881 434,045 151,499 17,975 338,124 1,890,211 
Portland ..... 1934 847,123 423,706 141,864 15,498 296,177 1,709,347 
Dift + 93,758 +10,339 + 9,635 + 2,477 +61,947 +180,864 
1935 1,130,898 379,058 224,052 50,887 331,184 2,179,527 
Providence ...1934 1,082,316 $84,887 235,622 47,074 $15,314 2,181,865 
Dift + 48,582 —5,829 —11,570 + 3,813 +15,870 —2,338 
1935 937,429 224,606 123,957 7,781 134,806 1,467,299 
Reading ..... 1934 883,106 217,510 116,197 9,563 108,066 1,372,425 
Dift +54,323 + 7,096 + 7,760 —1,782 + 26,740 +94,874 
1935 965,280 283,932 140,511 37,195 255,354 1,694,827 
Richmond ....1934 886,732 279,800 152,093 $2,141 217,159 1,582,434 
Diff + 78,548 +4,132 —11,582 + 5,054 +38,195 + 112,393 
1935 1,739,726 433,341 283,978 53,391 438,765 2,971,149 
*Rochester ...1934 1,732,970 483,784 250,137 65,155 366,134 2,928,631 
Dift +6,756 —50,443 + 33,841 —11,764 — +72,631 + 42,518 
1935 803,719 329,292 159,326 29,740 260,832 1,598,437 
Salt Lake City.1934 809,716 391,410 184,962 18,484 214,968 1,631,698 
Diff —5,997 —62,118 —25,636 $11,256 +45,864 —33,261 
1935 924,341 357,627 133,375 32,556 349,569 1,814,125 
*San Antonio 1934 845,843 385,940 146,107 26,543 310,306 1,725,341 
Diff +78,498 —28,313 —12,732  +6,013 +39,263  +88,784 
1935 1,011,204 389,375 178,384 36,668 353,187 1,989,809 
San Diego.....1934 830,820 350,456 193,731 35,437 299,764 1,725,238 
Diff +180,384 + 38,919  —15,347 + 1,231 $53,423 + 264,571 
1935 = 1,363, 357 662,813 242,291 66,305 742,248 3,174,426 
*San Francisco.1934 1,239,046 686,428 176,565 53,887 547,606 2,516,824 
Diff +124,311 —33,615 + 65,726 +12,418  +194,642 + 657,602 
Schenectady ..1935 835,080 210,144 98,591 10,856 173,450 1,353,214 
1935 921,653 424,363 164,131 27,760 552,150 2,094,613 
Meattle 2.005 1934 892,409 438,686 155,772 33,374 413,991 1,937,069 
Dift +29,244 —14,323 + 8,359 —5,614 = +138,159 + 157,544 
1935 505,821 167,130 70,192 ~~ 1,602 100,397 852,841 
Sioux City ...1934 489,404 164,495 90,336 853 106,066 856,290 
Diff +16,417 +2,685 —20,144 +749 —5,669 —3,449 
1935 855,930 214,138 ~—«104,940 15,782 212,936 1,414,311 
South Bend ..1934 772,025 238,669 126,578 24,326 163,519 1,333,212 
Diff +83,905 —24,531 #—21,638 —8,544 $49,417 
1935 676,515 275,460 136,773 25,939 246,220 
Spokane ...... 1934 541,779 251,036 115,285 18,027 156,976 
Diff + 34,736 + 24,424 + 21,488 +7912 +89,244 E 
1935 1,549,769 653,658 201,320. 29,810 523,056 2,859,621 
St. Louis ..... 1934 1,478,809 537,149 201,270 21,921 547,805 2,802,105 
Dift + 70,960 + 16,509 +50 «+ 7,889 = —24,749 + 57,516 
oS. Peer 1935 1,038,768 434,567 190,128 31,280 = 305,997 2,007,079 
1935 1,223,187 419,432 221,967 ~ 27,791 310,743 2,255,818 
*Syracuse ....1934 1,183,710 429,101 216,254 36,051 278,253 2,178,604 
Diff + 39,477 —9,669 + 5,713 —8,260 +32,490 — +77,214 
1935 511,126 221,620 101,224 15,693 267,881 1,120,239 
Tacoma ...... 1934 494,145 228,763 108,543 10,042 224,425 1,067,860 
Diff + 16,981 —7,243 —7,319 +5,651 + 43,456 + 50,379 
1935 983,679 247,174 + 171,200 — 20,486 179,866 1,607,224 
MS ic axaeee 1934 931,449 304,481 130,322 21,817 175,812 1,567,704 
Diff +52,230 —57,307 +40,878 —1,331  +4,054 + 39,520 
1935 1,904,746 792,507 271,092 61,343 861,115 3,906,328 
Toronto ...... 1934 1,902,821 760,422 315,902 115,282 833,474 3,990,351 
Dift +1,925 +32,085 —44,810 —53,939 +27,641 —84,023 
1935 425,405 119,951 60,179 16,549 51,591 683,628 
Trenton ...... 1934 420,848 148,238 65,838 16,179 50,335 714,167 
Dift +4,557 —28,287 —5,659 +370 = +1,256 = —30,539 
1935 739,687 194,104 94,075 17,902 179,569 1,245,024 
WR kick ceces 1934 775,244 241,098 171,386 25,274 213,673 1,434,495 
Diff —35,557 —46,994 —77,311 —7,372  —34,104 —189,471 
1935 3,156,265 780,088 300,913 45,635 814,673 5,153,317 
*Washington ..1934 2,786,619 735,249 279,780 38,635 633,671 4,540,984 
Diff +369,646 + 44,839 +21,133 «+ 7,000 = + 181,002 + 612,333 
1935 1,880,806 486,766 306,100 78,128 $98,436 a 5ST.463 
Westchester ..1934 1,982,524 523,373 360,611 70,175 323,012 806,467 
Diff —101,718 —36,607 —54,511 + 7,954 +13,408 —279,004 
1935 845,812 297,059 155,653 24,274 321,923 1,649,460 
Wichita ...... 1934 886,616 330,011 165,060 14,085 276,411 1,678,449 
Diff —40,804 —32,952 —9,407 + 10,189 +45,512 —28,989 
1935 1,578,729 298,971 145,498 13,445 140,086 Hitt 
Wilkes Barre..1934 1,695,093 399,856 187,419 16,43 48,3 2,461,572 
Diff —116,364 —100,885 —41,921 —2,988 +1,267 —256,906 
1935 787,483 183,049 135,447 19,618 186,112 1,314,901 
4 town ..1934 783,882 214,136 124,173 11,574 154,839 293,495 
aeinnenintite Diff +3,601 —31,087 +11,274 + 8,044 +. 30,273 + 21,496 
1935 =1,010,537 307,796 220,416 25,444 204,542 1,797,129 
Worcester ....1934 889,268 325,505 197,340 24,990 181,185 1,651,558 
Diff +121,269 —17,709 + 23,075 +454 +23,357  +145,571 
1935 99,479,907 31,733,015 13,500,821 2,602,084 27,023,669 177,345,204 
ote séi5 cto 1934 90,370,656 32,090,276 13,502,901 2,375,633 23,045,597 164,043,214 
Diff +9,109,251 —357,261 2 


**American Weekly” lineage included, 


+Not measured in 1934. 


1“Press Union,” morning and evening, sold in combination. 


evening, is shown. 
a 


—2,080 + 226,451 + 3,978,072 + 13,301,990 


Lineage of one edition, 


Globe,” morning and evening, sold in combination Lineage of one edition, 
, is shown. 
wer ts evening, and “Post,” morning, sold in combination. Lineage of 


“Courier” only is shown. 
4“Evening News” 


ing edition only is shown. 
7*Journal” is an all-day paper. 


earries the same amount of advertising as the “Patriot.” 
5‘“Tennesseean,” morning and evening, sold in combination only. 


Lineage of morn- 


One edition only is measured. 


—Media Records, Incorporated. 


Elect Officers of 
New Louisville Daily 


Frank Lebus, Cynthiana, Ky., a 
member of the state highway com- 
mission, and formerly a state sena- 
tor, was elected president of the 
Louisville Daily News and Enquirer 
at a recent meeting of the board of 
directors at Frankfort. 

The board elected P. C. Sanders, 
Danville, and Attorney-General 
Bailey P. Wooton, Hazard, as vice- 
presidents; State Treasurer Elam 
Huddleston, Louisville, treasurer; 
and State Representative Ferd A. 
Gnau, Louisville, secretary. Publi- 
cation of the newspaper, a morning 
daily, will probably start late in July, 
according to Mr. Huddleston. 


Collins Promoted 


Don H. Collins, known as a special- 
ist in the merchandising of automo- 
tive products, has been appointed a 
vice-president of Sidener, Van Riper 
& Keeling, Inc., Indianapolis. Mr. 
Collins has been associated with the 
agency since 1920 and for several 
years has been director of media. 


Selects Stedfeld 


Merkel, Inc., meat packer of Long 
Island and Brooklyn, has appointed 
The H. L. Stedfeld Company, Inc., 
New York, to direct its advertising. 
The agency is also handling the ad- 
vertising of Jacob Forst Packing 
Company, Kingston, N. Y. Newspa- 
pers, direct mail and point-of-sale ad- 
vertising are being used on both ac- 
counts to introduce the new “U. S. 
No. 1 Grade” certificate of quality, 
approved by the U. S. Bureau of Agri- 
cultural Economics. 


Studio Expands 

Advertising Artists, Inc., South 
Bend, Ind., has installed a modern 
photographic department in connec- 
tion with the company’s art studio. 
Ben Callsen, cameraman, has been 
made a member of the firm, and head 
of the new department. 


Lanteen Appoints 


Advertising of Lanteen Labora- 
tories, Chicago, will be placed by the 
Vanden Company, of that city, effec- 


tive July 1. 
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Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 767. 15 “Packaged Programs.” 

WMCA, New York, advises adver- 
tisers to “hitch their wagons” to stel- 
lar programs, proven’ successes. 
Thumb-nail descriptions of popular 
WMCA programs are provided in this 
booklet, which also lists stations 
available for inter-city presentation 
of these programs. 


No. 768. Facts About Magazine Cir- 
culation in Relation to the Cana- 
dian Market. 


An analysis showing how five mass 
circulation national magazines cover 
the urban English-speaking homes in 
the five market zones in Canada, pre- 
pared and issued by The Canadian 
Magazine. 


No. 769. 1935 Woman’s World Sub- 
scriber Questionnaire. 

Woman’s World asked its readers 
to reveal their brand preferences on 
products ranging from toothpaste to 
baking powder, and also “what they 
liked best” in Woman’s World.’ More 
than 30,000 women replied. Such top- 
ics as movie-going habits, and home 
remodeling plans, were also covered. 


No. 770. 
Sell. 


Electric range manufacturers, in 
a concentrated sales drive, selected 
the July issue of McCall’s Magazine, 
exclusively, to carry five pages of 
electric range advertising, the larg- 
est amount of advertising on these 
products ever to appear in a single 
issue of any national magazine. This 
folder reproduces the copy, and de- 
scribes the magazine’s helpfulness to 
readers and advertisers. 


No. 771. Consumers’ Thoughts and 
Opinions on Advertising. 


This booklet presents excerpts 
from a series of monthly articles in 
Better Homes and Gardens, in which 
advertising and its functions were 
explained to readers, and excerpts 
from readers’ letters, expressing 
their opinions on advertising. 


A Campaign Designed to 


No. 751. More Power to You! 


WOR, Newark, which recently in- 
creased its power from 65,000 to 
50,000 watts, tells how its greater 
broadcasting effectiveness is con- 
trolled to conform to population and 
distribution, and describes its new 
high-fidelity broadcasting equipment. 


No. 730. “Over the Counter” Influ- 
ences on Sales by Brands. 


The division of marketing and re- 
search of Liberty recently studied the 
present importance of the point of 
sale, the degree to which brands are 
being determined over the retailer’s 
counter, and the importance of pref- 
erences of retail sales people. Sur- 
veys were made in five cities on eight 
major groups of commodities. This 
booklet reveals the survey findings. 


No. 737. Men’s Fashions Today. 


Indicating trends in the advertis- 
ing and merchandising of men’s 
clothes, the current number of this 
New York Times booklet reproduces 
recent advertisements in the Times 
and photographs of window displays 
in New York stores. It also in- 
cludes articles by fashion authori- 
ties. 


No. 759. June First. 


A new publishing policy of 12 is- 
sues a year has been adopted by 
Town & Country, effective June 1. In 
this booklet, the magazine’s values 
for advertisers to the wealthy mar- 
ket are concisely presented. 


No. 715. What Do You Do When 
There Ain’t No Fishing? 
Presents findings of a survey made 

among readers of Hunting and Fish- 

ing to discover data on ages, occupa- 
tions, automobile ownership, club 
membership, travel plans, and insur- 


G-F Promotes 
Improved Ice 
Cream Powder 


New York, June 21.—Improved to 
the extent that it is practically a 
new product, Jell-O Ice Cream Pow- 
der is being introduced nationally 
by General Foods Corporation, 
mainly through the Jack Benny 
Sunday evening radio program. 
The commercial announcements 
during the next few months will 
stress both Jell-O, which Benny’s 
program has promoted for some time, 
and the new powder. No magazine 
advertising is contemplated but 
newspaper tests are under way in 
three sales districts. 

The powder, to which milk or 
cream, and sometimes sugar, is 
added, is suited to use in automatic 
refrigerators as well as hand freez- 
ers. The package has been rede- 
signed, brightened and made to indi- 
cate clearly each of the four flavors, 
which are chocolate, vanilla, lemon, 
and strawberry. The product also 
comes unflavored. Development and 
testing were done in the General 
Foods laboratories and consumer 
service kitchens and then the prod- 


TEAPOTS FOR WORDS 


2,000 Fine Teapots FREE 


atl 


ae 


Newspaper advertisement for Mc- 
Cormick & Co.'s Banquet tea, 
offering to exchange teapots for 
last lines in a limerick contest. 


uct was submitted to 500 selected, 
practical housewives for suggestions, 
including advice on husbands’ and 
children’s preferences. 

A three-for-25 cents retail price 
has been established to create a large 
volume of sales. Promotion mate- 
rial consists of a four-color illus- 
trated recipe book distributed house- 


to-house and at Saturday sales, a 


counter display and two window 
posters. According to C. L. Camp- 
bell, Jello-O sales and advertising 
manager, the ice cream powder will 
become a major item in Genera] 
Foods’ line. 


District of Columbia 


Rules Against Posters 


The Commissioners of the District 
of Columbia informed the General 
Outdoor Advertising Company on 
June 19 that no further permits for 
erection of billboards will be granted. 
A public hearing was held on the 
subject last month. 

At the same time it was stated 
that applications would be consid- 
ered for rehabilitation of bill boards 
and walls signs in commercial and 
industrial zones if the advertising 
companies complete the clearing of 
bill boards from residential areas 
and from the vicinity of public build- 
ings and parks. 


Word Testers Move 


The Testing Selling Institute & 
Word Laboratory, Inc., word testing 
concern, has been moved from 509 
Fifth Ave., New York, to 608 Termi- 
nal Tower, Cleveland. According to 
Elmer Wheeler, founder, the organi- 
zation has over 100,000 “tested sell- 
ing sentences” on file, which have 
been used in more than 200 lines of 
industry. 


Cowles Brothers, Merwin 
Buy “Minneapolis Star” 
The Minneapolis Star has been 
purchased by John Cowles, associate 
publisher of the Des Moines, Ia., 
Register and fTribune, Gardner 
Cowles, Jr., executive editor of the 
Register and Tribune, and Davis 
Merwin, publisher and part owner of 
the Bloomington, Ill., Pantagraph. 
Mr. Merwin has become vice-presi- 
dent and treasurer of The Minne 
apolis Daily Star Company, and pub 
lisher of the Star. John Cowles has 
become president, and Gardner 
Cowles, Jr., vice-president, of The 

Minneapolis Daily Star Company. 
All executives and employes of the 
Star will continue in their present 
positions. Ten years ago the Star 


was bought out of receivership by. 


the late A. B. Frizzell and John 
Thompson, general manager of the 
Star for the past 11 years. Since 
then it has forged ahead steadily. 


Buermann Joins Agency 

Briggs W. Buermann has joined 
the creative staff of Brooke, Smith 
& French, Inc., New York and De- 
troit advertising agency. Mr. Buer- 


mann was for a number of years. 


connected with the Detroit office of 
Campbell-Ewald Company. Later he 
joined the Pontiac-Buick-Olds organ- 
ization, and more recently he was 


connected with the Detroit office of 


Young & Rubicam. 


Member A. B. C. 


New York 


ance. 


330 W. Forty-second St. 


Chicago 
537 S. Dearborn St. 


Walton Building 


Atlanta 


San Francisco 
Russ Building 


The net paid circulation of 
Advertising Age is now in. 
excess of 10,500. Advertisers 
in Advertising Age will con- 


tinue to buy on a rising market. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
Member A. B. P. 


Los Angeles 
536 S. Hill St. 
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ADVERTISING AGE 


June 24, 1935 


ADVERTISING'S 
ONLY TASK IS 
TO SELL GOODS 


Kennedy Impatient with 
Fancy Phrases, Pictures 


Chicago, June 20.—The address of 
A. D. Lasker, president, Lord & 
Thomas, before the convention of 
the Advertising Federation of Amer- 
ica last week, in which he lauded 
the late John E. Kennedy as orig- 
inator of the definition of adver- 
tising as “Salesmanship in Print,” 
has focussed attention on Kennedy’s 
achievements and extraordinary per- 
sonality. 

This was heightened by the dram- 
atic picture painted by Mr. Lasker of 
Kennedy, the wanderer and soldier 
of fortune, emerging from anonym- 
ity early in the 20th century, to 
flash across the advertising horizon 
like a comet, and then, after a brief 
reign, to return to the obscurity from 
which he came. 

Charles W. Mears, Cleveland ad- 
vertising man who was in Chicago 
for the A. F. A. convention, threw 
an interesting light on Kennedy. 


A Genius 


“Kennedy,” said Mr. Mears, “was 
a genius. He was tremendously 
forceful in character, and completely 
convinced of the correctness of his 
ideas, which made such a great im- 
pression on the advertising field. He 
brought new and dynamic thinking 


to the advertising business, and was 
one of the most highly paid adver- 
tising men of his day. His reputed 
salary was $25,000 a year. 

“He worked under pressure, doing 
most of his copy-writing at home, 
and drinking vast quantities of cof- 
fee far into the night while he 
turned out his advertisements. 
When they were completed he in- 
sisted that they be run without 
change, and he had plenty of con- 
vincing reasons for not altering a 
single word or comma, once the copy 
was submitted to the advertiser. He 
often ran over a page, if that was 
the unit intended to be used, and 
in that case the ad consisted of a 
page and a run-over. 

“Mr. Kennedy lived in Winnetka 
during his years in Chicago, and 
sailed a yacht to a landing down- 
town, whence he made his way to 
his office. But he was seldom there, 
as he felt that he could do his think- 
ing better when unhampered by of- 
fice routine.” 

Mr. Kennedy, as Mr. Mears re- 
called, went later to the Baltimore 
Bargain House and wrote mail-order 
copy successfully there for a short 
time. His restless spirit asserting 
itself, however, he left advertising 
and went to California, where he en- 
gaged in real estate promotion. He 
died there in 1931. 


Wrote a Book 


This, however, was far from the 
complete story. If Kennedy har- 
bored deep convictions as to the 
function of advertising, and was im- 
patient with almost all institutional 
copy, he was also jealous of the 
good name of advertising and ap- 
proached his task of copywriting in 
a spirit of humility. 

He was grateful for the talent or 
genius which he possessed in such 
overflowing measure and in 1910 
wrote a book which expressed this 
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WOULD PRINT BOTH 
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REVERE PHOTO ENGRAVING CO. 
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WASH ROOM REFRAIN 


When you drive into « Standard stabon you are our guest —whether you are there to make « purchase or to. 


se the vaned for the comfort and of motoriats, It is true that 
Ube promary bumnes of Standard O) Staton: s the supp!) ing of gasouine motor ox and motor 
hughest word) But ou lorge: Standard stabons convenient 
Sway ports” where eerythihg sosable is provided to make motonag pleasantes, 
taler and more cconomucal for you-STRNBDARD OLL SERVICE 


Gas station wash room facilities 
are still popular copy themes, as 
this newspaper advertisement for 
Standard Oil of Indiana testifies. 


feeling. While the brochure was 
presented merely as the offering of 
Lord & Thomas, Kennedy was cred- 
ited with being the sole author. 

The title of the book was “Altru- 
ism in Advertising,” and the preface 
explained that “this volume repre- 
sents an attempt to pay a debt.” It 
continued: - 

“The object is to obtain for adver- 
tising the public appreciation it de- 
serves—also to attract into its ranks 
more of the brainy men whose ca- 
reers are now tied down by over- 
crowded conditions in law, medicine, 
engineering, etc.” 


Told of Dreams 


So Kennedy, in the last known 
writing done before he left advertis- 
ing, which had proved such a gener- 
ous mistress, not only beckoned to 
gifted men everywhere to enter the 
advertising field, but he told of a few 
of the dreams he had dreamed and 
which are on record in no other 
place. 

He took the view that advertising 
could be made to serve mankind in 
new and startling ways. 

“It can cause people to go to 
church, can make them more char- 
itable, kind, sober, honest or indus- 
trious,” he wrote. He commented 
that Carnegie gave libraries to cit- 
ies everywhere, but failed in his par- 
amount task of making people want 
to use them. 

“Advertising can inculcate the vir- 
tues of thrift,” he continued. “It can 
eliminate disease by making its 
dread countenance so well known 
that everyone everywhere will rec- 
ognize its visage as soon as seen.” 

In the same volume were incor- 
porated a series of articles written 
to give the public a broader and 
more sympathetic understanding of 
the place of advertising in the 
scheme of things. The series orig- 
inally appeared in the Saturday 
Evening Post, Collier’s and other 
periodicals. 

In this series Mr. Kennedy pointed 
out that the general advertiser is 
dependent for success on repeat 
sales. “Therefore,” said he, “he 
stakes his advertising appropriation, 
often running to a million dollars or 
more, upon the approval of consum- 
ers, whom he has led to expect cer- 
tain qualities in his product, which 
qualities he has clearly defined in 
cold type. 

“He dare not tamper with that 
judgment and approval, having once 
established it, even if he were dis- 
posed to do so.” 


Describes Agency Work 


Mr. Kennedy described the details 
of agency work for the benefit of 
those who might feel some leaning 
toward it. Then, over the signature 
of Lord & Thomas, he spoke of the 
debt previously mentioned and con- 
tinued: 


“Being always willing to pay 


promptly whatever we owe, we have 
prepared and published this smal) 
book as an altruistic effort to repay 
something to advertising. 

“It is our mite, contributed to- 
ward enlarging the dignity of a pro- 
fession, the intellectuality and power 
of which are as yet too little under- 
stood.” 

If this was Kennedy’s farewell and 
benediction, it must be understood 
that he was not always so mellow. 
He showed this in an earlier volume, 
“The Book of Advertising Tests,” 
also published under the imprint of 
Lord & Thomas for private distribu- 
tion. He penned this in 1905, shortly 
after he joined the agency, and it 
appeared between covers the follow- 
ing year. 

The book was presented in Ken- 
nedy’s blunt style as “a group of 
articles that actually say something 
about advertising.” 

He started with this premise: 

“Advertising should be judged 
only by the goods it is conclusively 
known to sell, at a given cost.” 

“Keeping the name before the 
people’ is wrong and ‘salesmanship 
on paper’ is right.” 


Suggested Copy Testing 


As to the efficacy of his copy, he 
suggested that anyone who doubted 
might test it without too much ex- 
pense. He advocated that two cities 
of somewhat the same characteris- 
tics be used, the conventional adver- 
tising copy of that period being used 
in one, and that of Lord & Thomas 
in another. A four months’ campaign, 
with careful record being kept of 
dealers’ stocks, would tell the story. 

By way of another test, he sug- 
gested that the cities be reversed, 
Lord & Thomas copy being substi- 
tuted in one and conventional copy 
being used in the other. 

“This test will save you 40 per 
cent of your national appropriation 
every year afterward,” he asserted. 
“It may run as high as 60 per cent.” 

The same test may be applied to 
magazines, he said, laying down this 
dogma: 

“We have found that the kind of 
advertising which sells washing ma- 
chines by mail at one-third the cost 
of other copy, will, when applied 


according to individual needs of dif- 
ferent articles, also sell ear drums, 
violins, shoes or pianos in about the 
same ratio. 

“Moreover, we have found that the 
‘something’ in copy which sells these 
goods by mail, at one-half to one- 
third the cost at which other copy 
sells them, will also sell them 
through retailers, over the counter. 

“That ‘something’ is Selling Force 
—Conviction saturated into the copy, 
with sound Reasons Why.” 


Talks to Bosses 


Mr. Kennedy paid his respects to 
the higher-ups in these words: 

“The kind of advertising which 
will work these miracles of success 
may be the very kind you like least 
and quite contrary to your present 
preference. But advertising is not 
originally intended to merely please 
your fancy, Mr. Advertiser. Its first, 
last and only duty is to sell goods 
and to sell them cheaper than they 
can be sold without it, and cheaper 
than they can be sold by any other 
kind of advertising.” 

Mr. Kennedy had no use for pretty 
pictures and “pleasant conceits.” He 
was at times inclined to discourage 
some advertisers. Taking the census 
figures of 1900, for instance, he 
showed that only 15 per cent of the 
country’s families enjoyed an income 
of from $600 to $900; 10.5 per cent, 
$900 to $1,200; 7.5 per cent, $1,800 
to $3,000 and a mere five per cent, 
over $3,000. 

Considering the possibilities for 
pianos, he said these figures show 
how few families could afford one. 
Since many were already supplied, 
it was obvious that the market was 
comparatively limited. 


Blow at “Catchy Copy” 


“These figures also show,” he said 
somewhat satirically, “how many 
readers you must reach who cannot 
buy your piano, no matter how much 
advertising makes them want it. 

“They also show the futility of 
writing ‘catchy’ copy to attract the 
greatest number of readers for your 
advertising. What you need is not 
numbers of readers, but class of 
readers.” 


While admitting that low price 
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/7/ SALES STORY 


A sales story, sketched by adver- 
tising or word of mouth, can be 
supplemented . . . enqenstes en 
recapitulated . . . by 

Read in leisure moments, book- 
lets complete the presentation ... 
re-create favorable impressions... 
illustrate uses . . . correct miscon- 
ceptions . . . answer objections 
... help close the sale. 

For booklets that are readable 
... colorful . . . "take-homeable" 
... you can rely on "US". 
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PLAY ON WORDS 


with all the Maud Muller kinds. And 
you can afford to lose the attention 
of 400,000 readers who have no use 
for hay if you can clinch sales for 
your 500 loads with the few readers 
who do need hay.” 

In other words, he contended, the 
mission of an advertisement is not 
to attract attention, but to sell 
goods. He said that anyone who 
knows the varying results pulled by 
certain advertisements inevitably re- 
vises his opinion as to what consti- 
tutes good copy. 


Results Only Criterion 


“Then,” he said, “when we ob- 
serve a hoary old mail ordér adver- 
tisement that seems at first sight 
stupidly simple and countrified, we 
look twice into it, to see if it isn’t 


carefully loaded with hidden selling 
effect and subtle conviction under 
its guise of rural simplicity.” 

One of his favorite analogies was 
to the effect that mail order adver- 
tising is to general advertising what 
surgery is to medicine: an exact sci- 
ence, not a speculation. 

If mail order copy needs to carry 
conviction, this is even more true in 
the general field, he argued, since 
deep conviction is the best check- 
mate for substitution of other prod- 
ucts. 

“After all, the other fellow’s goods 
probably look as good as yours,” he 
said. “Unless the buyer is convinced 
that yours is different and better 
underneath, the advertisement may 
merely succeed in selling a competi- 
tor’s product.” 


Jelly Drive Planned 


An advertising campaign will start 
next month for Pappy’s Guava jelly, 
which is once more being packed for 
distribution in Florida. The product 
was off the market for one year. 
M. W. Houck & Bro., New York, are 
the distributors for the New York 
territory. Newspapers and maga- 
zines will be used in the campaign. 
The account is in the hands of W. I. 
Tracy, Inc., New York. 


Stoner to Brinckerhoff 


Brinckerhoff, Inc., Chicago, has 
taken over the advertising account 
of Stoner Corporation, Aurora, IIL, 
maker of amusement games. Joel 
A. Caron, vice-president of the 
agency, is handling contract work 
on the account. Business publica- 
tions are being used. 


Olson to Rutgers 


Kenneth E. Olson, professor of 
journalism at the University of Min- 
nesota, Minneapolis, has been ap- 
pointed head of the department of 
journalism at Rutgers University, 
Brunswick, N. J., succeeding the late 
Dr. Allen Sinclair Will. He will 
also act as secretary of the New 
Jersey Press Association. 


Fire Gun Drive Starts 


The Aeroil Burner Company, Inc., 
West New York, N. J., maker of in- 
dustrial oil burning equipment, has 
launched a national campaign in 49 
farm and industrial publications on 
the new No. 99 Aeroil Fire Gun, 
combination weed burner and disin- 
fecting torch. A. M. Sneider & Co., 
New York, was recently appointed to 
direct the company’s advertising. 


n| 


Anterwove 


Unusual Father's Day newspaper 
advertisement for Interwoven hose. 


a i, i et 


products have great advertising op- 
portunities, he charged that just as 
many mistakes were made here as 
in other fields. Mr. Kennedy was 
fascinated by the so-called “average 
man” and devoted a large part of his 
attention to him. 

“The current mistake,” said he, “is 
of talking over his head, in terms 
and thought-forms which are unfa- 
miliar or unintelligible to him. 

“We must not expect the average 
r man to have a classical education, 
nor an excessive appreciation of art 


oe. OOWeweevvw™ 


(ow 
_ 


NDUSTRIAL MARKETING 


W 
2, and inference. Neither is he a child 
i, in intellect nor a thick-headed fool.” 
s He saw this average man as fol- , 

lows: ‘ " “ " 

“He has much native intelligence, —jis the only publication devoted exclusively to the 

considerable shrewdness, and large 
d bumps of incredulity. He may have os Z q 
y come from Missouri, because he has merchandising problems of manufacturers of industrial 
t ‘show me’ ever-ready in his mind 
h when any plausible advertising claim 

is made to him. . } H H i 
ae yy eee machinery, equipment, materials and supplies. It discusses 
e ‘, when the arguments are sensible | 
r enough to appeal readily to his men- . . . e . . 
tal make-up.” all phases of industrial distribution, sales promotion and 
of 


Just Multiplied Seliing 


Another one of his basic beliefs 
was that advertising is merely sales- 
manship multiplied. 

“But,” he pointed out, “when we 
multiply nothing by 10,000 we still 
have nothing. When we multiply a 
pretty picture or a catch-phrase or 
the mere name of a firm or article 
1,000 times the result is still nothing. 

“But when we multiply a good, 
strong, clearly expressed reason why 
a person should buy the thing we 
want to sell, 1,000 times, we then 
have impressed, through advertising, 
1,000 more people with that reason 
than if it had been told verbally to 
one person by the same salesman.” 

Mr. Kennedy believed that much 
of the advertising of that day, even 
when apparently successful, was un- 
sound, and he chortled with glee 
when some advertisers dropped what 
seemed effective themes to retrace 
their steps. 

One advertiser who always knew | 


advertising, with emphasis upon both correct principles 
and successful practice. It is the national forum for the 
exchange of ideas among sales, advertising and research 
executives in the industrial field. Published monthly. 
Single copy, 10c. Annual subscription, $1. In Canada 


and foreign countries, $1.50. Send coupon today. 


INDUSTRIAL MARKETING | 


537 S. Dearborn Street 


what he was doing, he thought, was 
Cc. W. Post, of Grape-Nuts and 
Postum fame. He attributed to him 
an uncanny ability “to estimate the 
average mentality and habit of I 
thought of the class aimed at and 

the power to create a personality in 
the copy which fit that audience | 


Chicago, Illinois | 
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most agreeably and familiarly.” 


Please enter my subscription for INDUSTRIAL MARKETING as indicated below: 
An In-Born Trait . 


This ability, to which he attached 
great importance, could seldom, if 
ever, be acquired, in his opinion. It 
was the one important advertising 
trait which he regarded as in-born. 

Mr. Kennedy’s copy philosophy 
was best expressed by his classic 
example of the hay advertiser. 

“Suppose you use a pretty Maud 
Muller advertisement with a fancy 
border of daisies all around it,” said 
he, “and a delicate vignette of ‘the 
Judge looking back as he climbed 
the hill.” You would certainly attract 
the attention of many more readers 
with that advertisement than with a 
bold caption of ‘Hay Delivered at $8 
a Ton.’ 

“But the man who wants hay is 
the only party from whom you can 
get back the cost of your advertise- 
ment and you can interest him more 
intensely with the hay caption than 
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PROTESTS GREET 
ADS FOR PABST, 
BUDWEISER BEER 


(Continued from Page 1, Col. 4) 
many distillers and brewers were 
said to be attempting to continue 
along code rule lines, others were in- 
dulging in practices upon which the 
FACA frowned. The use of the 
smiling baby beside a glass of beer 
is being cited as evidence of deplor- 
able conditions. 

The Lincoln’s Gettysburg address 
incident was denounced Monday by 
Representative Francis D. Culkin. In 
a letter to Anning S. Prall, chairman 
of the Federal Communications Com- 
mission, he demanded that the com- 
mission cancel the licenses of the 
radio stations broadcasting the pro- 
gram. He declared, in a statement 
in the Congressional Record, that a 
group of advertisers “are trying to 
make the youth of America ‘alcohol- 
conscious.’ ” 

Representative Culkin said that 
advertisers lack “respect for Ameri- 
can tradition, however sacred.” He 
called Bernie a “musical mounte- 
bank,” and said that the entertain- 
er’s patter was “misplaced and vulgar 
comedy.” In his letter to Chairman 
Prall, he said that Bernie was “in- 
doctrinating the youth of this country 
on the fictitious merit of alcohol and 
used as his vehicle a paragraph of 
Lincoln’s Gettysburg address.” 

Chairman Prall replied that the 
FCC has no authority to censor pro- 
grams or advertising matter, but 
commented that actions of boadcast- 
ers which offend the public can, 
under the public interest clauses of 
the 1934 act, be considered in reach- 
ing a decision upon license renewals. 

Senator Capper of Kansas has in- 
troduced a bill in the Senate, to pro- 
hibit liquor advertising via the radio. 


Representative Culkin has _ intro- 
duced a similar bill in the House. 
Deets Picket, of the Methodist 
Board of Temperance, Prohibition, 
and Public Morals, has asserted, in 
regard to the Bernie incident, that 
Lincoln’s address was “mutilated to 
extol the alleged merits of alcohol,” 
and that these changes “defiled the 
sacred classic.” He said that a 
“rising tide of indignation is the di- 
rect result of the prevalent adver- 
tising intended to increase the use 
of liquors by women and young 
people.” The trend “insures the re- 
turn of Federal prohibition,” Mr. 
Pickett said. 

The House ways and means com- 
mittee would place the control of 
distilling, brewing and selling alco- 
holic products under the Treasury 
Department. The administration has 
urged that a separate regulatory 
body be maintained. 

A member of the ways and means 
committee has pointed out to ADVER- 
TISING AGE that “there are three 
means by which federal regulation 
could be continued under the law: 
the 21st amendment to the constitu- 
tion, the interstate commerce clause, 
and the constitutional tax provision.” 

Administration officials desire to 
continue the fair trade practices 
which were a part of the codes of 
the FACA. It is pointed out that 
this method assured independent re- 
tailers that they could continue in 
business without fear from the chain 
liquor stores or “tied” houses. 

One plan being considered calls 
for the issuance of permits under the 
2ist amendment, and the establish- 
ment of “standards” under the inter- 
state commerce clause. 

At the present time, the extension 
of NIRA to April 1, 1936 permits the 
FACA to continue as a fact-finding 
and investigating body. A careful 
check is being maintained of condi- 
tions until Congress is ready to act. 


Hengerer to BBDO 
Batten, Barton, Durstine & Os- 
born, Inc., New York, has been ap- 
pointed advertising agent, effective 
July 1, for the Wm. Hengerer Com- 


pany, Buffalo department store. 
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Getting Personal 


The sun is shining brighter and the birds are singing sweeter this 
springtime for Jack Randolph Warwick, of Cecil, Warwick & Cecil. He 
is engaged to Mary Jane Owsley, of Youngstown, O. . . Joe Swann, of 
J. Stirling Getchell, left last week-end for a vacation on the real Wyom- 
ing ranch which his brother recently transplanted to New Hampshire. 
He hopes to relive the year and a half he spent as a horse wrangler 
out west without grabbing leather or having recourse to arnica. . . 

Louis Moore, of the New York American, has been appointed chair- 
man of the house committee of the exclusive Sands Point Beach Club. 
Always ethical, Louis is excluding the undesirables without regard for 
the size of their appropriations or volume of American lineage. . . Fred 
Waring, who is serving an apprenticeship as an advertising man while 
broadcasting on Ford’s program, has an unusual game room in his East 
90th St. penthouse. The walls are lined with framed copies of the 
humorous page drawings published in Esquire. . . 


Lessing Rosenwald and the other Sears Roebuck merchandising 
tycoons originated something new in auditions last week when they 


comfort on the veranda of the swanky Philmont Country Club near 
Philadelphia. The two sweeps tickets which the Lord Mayor of 
Dublin presented to “New York Hustler’ (Jack McCarthy, of McCann- 
—— proved no more effective than most of those that are paid 
or. . 


O. E. Lusk, of the Ford Newspaper Advertising Service, Inc., De- 
troit, and the bride he stole away from Campbell-Ewald, have ended 
their New York honeymoon They enjoyed the diversions of Incandes- 
cent Alley while guests of a Times Square Hotel. . . 

Unabashed by Mr. Mussolini’s dislike of newspaper men, John 
Dean, western representative of the Brooklyn Eagle, has sailed on the 
Rex for Italy with his bride. Apvertistnc AGE announced Mr. Dean’s 


segraemt, but got scooped on his marriage which was quiet and 
quick. 


Among those who celebrated the 25th annual reunion of the class 
of 1910 at Harvard the other day were Charles D. Osborne, newspaper 


publisher and former mayor of Auburn, N. Y., and George E. Stephen- 
son, publisher of the Boston Evening Transcript. 


Arthur W. Ingalls, Boston agency chief, is enjoying a holiday in 
Europe with Mrs. Ingalls and their sub-deb daughter, Miriam. 
According to H. Preston Peters, Free & Sleininger vice-president, some 
50 advertiser and agency guests at F & S’s recent New York house- 
warming showed almost as much interest in a large county outline 
map showing station coverage as they did in the wide variety of edibles 
and potables. 


Just in case the boys out West can’t get to San Diego for the 
Pacific Advertising Club convention, C. P. MacGregor, of MacGregor 
and Sollie, has arranged to make electrical transcriptions of highlights 
of the program, which will be shipped to all the clubs in the area. 


Henry Ewald, agency head, has had the post of director of the 
Chicago, Duluth and Georgian Bay Transit Company added to his list 
of titles. Harry T. Jordan, treasurer of Stewart-Jordan Company, 
Philadelphia agency, and director of the Poor Richard Club, was mar- 
ried to Mrs. Marjorie Irvine, herself well known in local advertising 
circles, on June 12. 

After exactly six months and one day of traveling around the world, 
A. T. Clifton of Warner-Clifton Advertising Agency, San Francisco, 
has returned to the prosaic task of writing and placing advertising 
copy. Gerold M. Lauck, Jr., son of N. W. Ayer’s New York man- 
ager, is spending his summer vacation working in the Paris office of 
the French Line, Ayer client. 

Ernest Roose, member of the art department of Needham, Louis 
& Brorby, Chicago, has just learned that Mrs. Roosevelt has selected 
a painting he made a year ago in a Nebraska CCC camp for hanging 
in the White House. Art Ogle, N. L. & B. partner, has deserted 
his Chicago haunts for a month in the White Mountains of New Hamp- 
shire. 

A combination of Greater Buffalo Advertising Club past presidents, 
including Art Lansill, Bob Gallagher, Joe Snyder and Bill Weppner, 
mowed down all other aspirants for honors in the four-ball contest 
which was a feature of the recent play at Erie Downs. The quartet 
hung up a 74-15-59, to take first place. 

“Cal” Merrick, production manager for Fred Harvey, Inc., Chicago, 
surprised advertising friends last week with an announcement of his 
marriage to Verne Jule Loeffel on June 15. Elmer Steele of Liberty 
Photo-Engraving Company and other admen are planning to feast the 
benedict at Medinah Club Tuesday evening. 


took delivery on an audition originating jn Chicago while lolling in | 


Knoble Placed in Charge 
of Stack-Goble, Detroit 


Cliff Knoble, former advertising 
director of Chrysler Corporation, 
and head of the Business Promotion 
Corporation, has been placed in 
charge of the Detroit office of Stack- 
Goble Advertising Agency of Chi- 
cago. The agency was recently ap- 
pointed to handle advertising of 
Hupp Motor Car Corporation. The 
Detroit Stack-Goble office will be a 
complete, self-contained unit. 

The Business Promotion Corpora- 
tion will move its offices to 1397 
E. Jefferson Ave., the address of 
Stack-Goble’s Detroit office. 


Join McCurdy 


vertising Agency, Pittsburgh. 


Bldg. on July 2. 


Williams to KMOX 


Louis. 


Fred W. Walters and A. P. McKim, 
both former executives of the Pitts- 
burgh Advertising Agency, have be- 
come associated with McCurdy Ad- 
Mr. 
McKim will act as sales executive 
and Mr. Walters will direct produc- 
tion. The agency will move to pent- 
house quarters atop the Keystone 


Rollie R. Williams, formerly with 
WCCO, Minneapolis, has been added 
to the production staff of KMOX, St. 


TWO SIDES ONCE THROUGH 
ON COLORED PAPERS — 
THAT’S OUR NEW OFFSET STORY 


Now you can buy Offset Printing on colored papers—in 
large or small quantities — without paying a premium. 
Both sides printed at once, at a saving in time and cost. 


Send for NEW PRICE LIST and SAMPLES 
ADVERTISERS SERVICE BUREAU, INC. 


161 W. Harrison, CHICAGO, ILL. Phone: HARrison (611 


Kelpamalt Gets 
Big Dividend on 
Braddock Fight 


(Continued from Page 1, Col. 3) 
announced in a few days. His man- 
agers seem to feel that he will not 
reject the extra dividends that ad- 
vertising is known to pay a winner, 
and further, that his chances of reap- 
ing a bountiful harvest gleam 
brighter than his expectation of win- 
ning the title as he stepped into the 
ring last week. 

So far as could be learned, the 
only advertiser to effect a tie-up with 
the new champ to date is the Seedol 
Laboratories, makers of Kelpamalt. 
Braddock had been introduced to 
Kelpamalt weeks before the fight 
by a mutual friend. 


No Waiting Here 


Kelpamalt did not wait, however, 
for the decision, but reversed the 
usual procedure, wherein the shout- 
ing is done after the victory. It was 
decided to feature Braddock in ad- 
vertising, since interest in the Baer- 
Braddock fight was mounting, and 
pre-fight advertising benefits might 
be harvested, despite the chance that 
Baer might retain the title and re- 
main in line for titular advertising 
rewards afterward. 

Copy appeared in between 400 and 
500 cities and was devoted to chart- 
ing Braddock’s weight gains. It ex- 
plained that the fighter had always 
been light in previous engagements, 
and that he realized his winning 
would depend on tilting the scales 
higher. In six weeks, he had added 
26 solid pounds, which the makers of 
Kelpamalt like to think were 
brought on by their iodine-contain- 
ing tablets. 


Released by Wire, Cable 
‘if win” advertisement had 


An 


papers prior to the fight. This 420- 
line copy was released by wire and 
cable. On the day following the af- 
fray, it appeared in the whole Ameri- 
can list as well as in England and 
South America. 

Now that Braddock has the title, 
Kelpamalt intends to continue fea- 
turing him in advertising, and has 
placed him under a year’s contract. 
Its terms exclude his participation 
in advertising of any other proprie- 
tary product. Grady & Wagner han- 
dle Kelpamalt advertising. 


AY SCHOOLS 


ADVERTISING & COPY 
COMMERCIAL ART 
COM'L PHOTOGRAPHY 
LAYOUT AND LETTERING 
MEN'S FASHIONS AND 
PHOTO - RETOUCHING 


Dept. L. V., 116 S. Mich. Blvd.. Chicago 


BIEGERS 


DUPLICATING & MAILING SERVICE 


COURT 2624... PITTSBURGH.PA. 


SERVING NATIONAL ADVERTISERS 
+ * eC IOU 4. 0. 2s 


SPIRITS 


BUSINESS PAPER of 
WHISKIES and WINES 
A.B.C. A.B.P. 


been prepared and placed with news- , 
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Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


PHOTO-OFFSET 


SAVE TYPESETTING AND EN- 
GRAVING costs by Photo-Offset, 
most economical printing process. 
We reproduce direct from your copy 
for as little as $1.50 a hundred 
copies; additional hundreds 20c. Any- 
thing we can photograph, we can 
Photo-Offset. Samples. Laurel Pro- 
cess, 480 Canal Street, New York, 
Walker 5-0528. 


POSITION WANTED 


POSITION WANTED—Standing hd 

Energetic, Aggressive, college 
graduate, age twenty-two, no pre- 
vious experience, desires position in 
advertising agency. Salary no ob- 
ject. Box 597, ADVERTISING AGE, 
Chicago. 


PUBLICATIONS 


Subscribe!! Philippine Free Press 
$3.50 year. Philippine Graphic $2.50 
year. R. Bataycan, Advertising and 
Subscription, 212 W. Locust St., 
Chicago. Delaware 6591. 


Census Figures 


MISLEADING..- 


Janesville, Wis. (1930) 
: ae 


42 cities, towns depend on 
Janesville (Wis.) Gazette 
Radio Station WCLO 


POMPEIAN CITES 
HARM WROUGHT 
WITH COSMETICS 


(Continued from Page 1, Col. 2) 
ment of a new line of beauty prep- 
arations “pledged to purity.” The 
pledge is amplified in the conclud- 
ing section of the text, which re- 
iterates the theme of the story by 
saying that all Pompeian products 
are absolutely free from bismuth, 
zine oxide, chalk, orris root, arsenic, 
lead, starch, glycerine, borax, alum, 
zinc chloride or sulphate and other 
substances which “eventually cause 
dermerosion.” 

The Pittsburgh advertising lists 
and describes Pompeian powder, 
cream rouge, dry rouge, lipstick, 
cleansing cream, liquefying cream, 
tissue cream and astringent and 
skin toner. 

The new Pompeian effort is re- 
minding cosmetic makers of the Lux 
“cosmetic skin” campaign launched 
in April of last year, which stirred 
a veritable whirlwind of protest. 
While no direct comments on the 
Pompeian copy were forthcoming 
from other factors in the trade, it 
was revealed the tone of the copy 
is being viewed with alarm in many 
quarters. 


Waters Gets New 


Account and Writer 


Norman D. Waters and Aséociates, 
New York, has been named to 
handle sales promotion and adver- 
tising of Majesta Swan’s Down Pow- 
der Puffs for the Furlager Mfg. 
Company. 

Howard Wilson has joined Waters 
as copywriter. 


MBS Bans Laxative 
and Other Programs 


Programs containing advertising 
of laxative, depilatory, and deodorant 
preparations, as well as programs 


presenting advertising of a nature that 


Seed Trade enjoying best 
business in years! 


Consider the seed trade and associate lines. 
serving more than forty-one million customers, 
farmers and suburbanites. Seed World reaches 
retail, wholesale and mail order seed mer- 
chants, florists, nurserymen, hardware, drug and 
other dealer trade catering to agricultural and 
horticultural requirements. Seed World reader 
survey shows this to be an annual hundred mil- 
lion dollar market. For illustration—fungicides 
and insecticides sales per year alone amount to 
$7,200,000. Publishing staff includes agricul- 
tural college graduates with 8S. Department 
of Agriculture training, and men of practical 
business experience in_ their respective lines. 
Published every other Friday. 

Publish also annually Seed Trade Buyers’ 
Guide and Directory. (Forms close Nov, 15th). 


SEED WORLD 


325 W. HURON ST. CHICAGO, ILL. 


might be considered objectionable, 
are prohibited under a policy which 
has been formally adopted by the Mu- 
tual Broadcasting System. Members 
of the chain are WGN, Chicago; 
WOR, Newark; WLW, Cincinnati, 
and WXYZ, Detroit. 
Mutual members have restricted 
such programs, as a matter of indi- 
vidual policy. The joint action was 
taken to establish a policy for the 
network as a unit. 


Moloney Transferred 
John A. Moloney, for nine years 
manager of the merchandising ser- 
vice department of the Chicago Daily 


News and editor of “The Chicago 


1400 ROOMS 
with BATH, RADIO 


$#).50 
from single 
AND $3.50 DOUBLE 


Whether you come to Nev 

York for business or ple 
gure, you'll find the Lincoln, 
one of Gotham’s largest and 

newest hotels, offers yo 
superior accommodations for 
_ your hotel dollar in NewYork. 
_@ One block to Times Square... 
blocks to 5th Avenue...8 min- 


Hotel 
LINCOLN 


NEW YORK 
oat. 
as e 


Merchant,” has been transferred to 
the national advertising department. 
He is succeeded by J. R. Brady. 


Kent’s Career Ended 


Rita J. Kent, 63, for 18 years ad- 
vertising manager of the Meriden, 
Conn., Star, died last week at Spring- 
field, Vt. 


FIRED! 


Not as bad as it sounds—pinch 
hitting for a one-man agency 
since January 1—he’s back now. 


Who'll Hire Me? 


I'll be ready July 1 to work 
for you (agency) or you (pub- 
lication) or you (adv. dept.). 


First prize award for front page 
daily makeup—direct mail pro- 
motion ideas copied by lead- 
ing publicati 
reproduced in Advertising & 
Selling — publicity hit “met” 
front pages. 


p | + 
@UVCrt 


To get more personal—I’m 32, 
single, university graduate. 


An interview could reveal more 
* information. Address Box 598, 
Advertising Age, Chicago. 


Television May 


Aid Artists, Is 
Nowak’s Belief 


New York, June 21.—Though 
radio reduced the demand for the 
services of the artist, abetting pho- 
tography in diminishing his busi- 
ness, the outlook is that radio’s 
successor, television, may bring 
back some measure of comfortable 
prosperity to those who produce 
art work, Stanley Nowak, general 
sales manager of the Electrographic 
Corporation, declared in an address 
before the Artists Guild this week. 
Decreased art revenue, Mr. No- 
wak said, came from the present 
general economic situation, wider 
use of radio for advertising and 
another cycle of change involving 
art. He pointed out that radio has 
claimed $50,000,000 from advertis- 
ing appropriations, with another 
$25,000,000 for talent. If this $75, 
000,000 had gone to newspapers and 
magazines, some $5,000,000 would 
be spent on art work. 

As to the artist’s future, Mr. No- 
wak said that television will give 
the artist an entree into radio ad- 
vertising. Artists are assuming 
closer associations with business, 
even to the extent that at some fu- 
ture date they may enjoy the same 
importance as a lawyer to a con- 
cern. Some artists, Mr. Nowak pre- 
dicted, will buy cameras. 

In reviewing the history of the 
artist, Mr. Nowak found that from 
1900 to 1908, art, or drawings, was 
gradually replaced by photographs 
for illustrating news, the reason 
being the development of photo en- 
graving and printing. Until 1917, 
art was held to be unimportant to 
business, one agency man refusing 
to pay more than $15 for any piece. 
During the war, Liberty Loan, Red 
Cross and other campaigns proved 
the power of good art work. 

From 1918 to 1921, Mr. Nowak 
added, art was finding its level and 
from then to 1930 progressed, 
brought profits and the artist flour- 
ished. Since tha, artists have had 
to search out new sources of rev- 
enue, with product design ‘“step- 
ping along fast.” 


“Esquire” Makes Third 
Expansion in 2 Years 


For the third time since the launch- 
ing of Esquire, two years ago, Es- 
quire, Inc., has moved to larger quar- 
ters in the Palmolive Bldg., Chicago. 
The magazine’s executive, editorial 
and business departments are now on 
the top three floors of the building. 
The circulation department remains 
on the sixth floor. 
Esquire’s Chicago expansion coin- 
cides with similar changes in the 
New York offices of the company, 
which will occupy new quarters in 
the Esquire Bldg. at 366 Madison 
Ave. Extensive alterations, just com- 
pleted, include the construction of a 
miniature theater for display of cam- 
paign presentations, fashion exhibits, 
and other activities of the advertising 
and fashion staffs of Esquire, which 
have their headquarters in New York. 


“McCall’s” Raises Rates 


and Net Paid Guarantee 


Effective with the March 1936 is- 
sue, the circulation guarantee on Mc- 
Call’s Magazine will be increased 
from 2,250,000 to 2,375,000, and the 
agate line rate will be increased from 
$11.10 to $11.70. The black and white 
page rate will be advanced from 
$7,400 to $7,800. Similar changes 
have been made in the rates for color 
pages and colors, with four-color and 
cover rates effective with the April, 
1936 issue. 

Black and white and two-color rates 
are guaranteed through the Febru- 
ary, 1937, issue, and four-color rates 
are guaranteed through the March, 
1937, issue. 


Garrett Appoints 
The New York office of Tracy-Locke- 
Dawson, Inc., has been appointed to 


ginia Dare wines. 


To “Woman’s World” 


Donald D. Delany, 
Vogue and Harper’s Bazaar, 


handle the advertising account of 
Paul Garrett & Co., Brooklyn, Vir- 


formerly of 
has. 
joined the Eastern advertising staff 


Select Scheel 


The Edison Steel Works, Cleve- 
land, maker of a new hack saw for 
ripping wood or metal, and The Kay- 
nee Company, also of Cleveland, 
maker of clothing and furnishings 
for boys, have appointed the Scheel 
Advertising Agency of that city to 
handle their advertising. Business 
publications and direct mail will be 
used by both concerns in campaigns 
directed at dealers. 


WFIL Inaugurates 
Censorship Policy 


WFIL, Philadelphia, has an- 
nounced that the station will fall in 
line with the policy of networks and 
place a rigid curb on all advertising 
which may offend listeners. 

The station took its first aggres- 
sive step in this direction when a 
strict censorship was placed on copy 
and programs of two local dental 
accounts up for renewal. 


Mrs. Watson Dead 


Mrs. Rosalie Rayner Watson, wife 
of John B. Watson, vice-president of 
J. Walter Thompson Company, New 
York, with whom she collaborated in 
founding a new school of behaviorism 
psychology, died at Norwalk, Conn., 
after an illness of several weeks. She 
was 36. 


T. N. Francis Succumbs 

Funeral services were held last 
week for Thomas N. Francis, 63, who 
died at the Flower Hospital, New 
York, of double pneumonia. Formerly 
advertising manager of Harper's 


SEC, Canadian 
Province, Get 


Into Mix-Up 


New York, June 20.—The Securi- 
ties and Exchange Commission 
was confronted with a serious prob- 
lem this week when faced with the 
necessity of taking action against 
the Province of Ontario, Canada, 
for violation of the securities act. 

The Province inserted an adver- 
tisement in Daily Bond Buyer of New 
York to offer an unregistered issue of 
$20,000,000 of its debentures, despite 
the wording of the law that foreign 
governments and their political 
subdivisions must comply with its 
provisions. 

Publication of the advertisement 
without registration of the issue was 
defended by Canadian authorities 
concerned on the grounds they were 
addressing only the Canadian read- 
ers of the publication and had no in- 
tention of selling the securities in 
the United States. 


“Sun-Telegraph” Changes 

J. Lee Austin, formerly national ad- 
vertising manager of the Pittsburgh 
Sun-Telegraph, has been made local 
advertising manager. J. F. White- 
hill has been promoted from the staff 
to national advertising manager. 
Royal Daniel, formerly of the Chi- 


Magazine, he was associated with the 
Quality Group when he died. 


cago, American, has been made man- 
aging editor of the Sun-Telegraph. 


10 QUE 


What proportion of retail purchases are made 
by brand name? 


1 
2 Do men or women more often specify a 
brand? 

3, Are people under 35 less fixed in their buy- 
ing habits? 

4 How many purchases can a sales person 
switch to another brand? 

7 

6 


How important are retail sales people as 
consumers? 


Do retail sales people buy advertised brands 
for their own use? 


ALSO NOW AVAILABLE— 


“Survey of 978 Retailers of Wine and Liquor” 
“Survey of Gasoline and Oil Outlets” 


"The Potters Are Easier to Sell” 
“Liberty Distribution” 


Just write or telephone to 


The Answers Are In This Book 


“Survey of 351 Leading Wine and Liquor Wholesalers” 


“Road to the 31 Most Responsive Food Markets”’ 
“A $45,000,000,000 Log Jam of Buying Is Piling Up” 


STIONS 


... for Sales Executives 
... for Agency Executives 


7 What is the total amount of retail sales sub- 
ject to the brand influence of retail sales 
people? 


8 How does this vary in different lines of 
business ? 
9 How much does it vary between different 


items in grocery stores? drug stores? depart- 
ment stores? automotive outlets? 


How can you get the good will and favor- 
able influence of retail sales people at no 
extra cost? 


10 


LIBERTY MAGAZINE, 420 LEXINGTON AVE., NEW YORK, N. Y. 


of Woman’s World. sil 


Single rooms with bath from 3.00—Double rooms with bath from 4.50 


CHICAGO 
A WISE 
VACATION CHOICE 


A vacation in Chicago will afford you 
complete relaxation, diversion and 
amusement. Cool Lake Michigan 
cruises! World-famed Art Institute, 
Field Museum, Shedd Aquarium, Adler 
Planetarium—all within walking dis- 
tance of The Stevens—the perfect 
vacation hotel! Here are air-cooled 
dining rooms—roof promenade—roof 
sun bathing—children’s Fairyland— 
everything for pleasure and comfort. 
Special weekly rates. Write for details. 


STEVENS 


WORLD'S LARGEST HOTEL 
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( Advertisement ) 


BROADCAST REVIEW OF THE MONTH 


NBC LOCAL RADIO STATIONS GIVE 
ADVERTISERS “THAT ADDED PUNCH’ 


WILLIAM S. HEDGES 
Manager NBC Operated Stations 


“Where distribution is weak 
and where extra promotion is 
needed, NBC local stations can do 
an excellent job,” asserts William 
S. Hedges, Manager of NBC op- 
erated stations. 

“Advertisers using the NBC 
Red Network or the NBC Blue 
Network deliver their sales mes- 
sages to millions of homes with 
the speed of light. They do a great 


job. They move merchandise and 
they keep up their good work 
year in and year out. And of all 
the tribe of salesmen, network 
programs are the ne plus ultra; 
or, in other words, the brass hats, 
who possess all of the prestige 
and importance that goes with 
being a leader from the big city. 

“NBC local radio stations are 
equally important to successful 
selling. As salesmen, they are the 
‘home folks’ of radio broadcast- 
ing. And in various markets 
where product distribution is 
weak they can deliver that added 
punch so frequently needed to 
stimulate local sales. 

“For radio programs are the 
advertisers’ salesmen just as 
much as if they were flesh and 
blood. It is, therefore, very sound 
business in countless territories 
to use two types of salesmen... 
the big important fellow as repre- 
sented by network programs and 
the local man who either supple- 
ments the efforts of the national 
salesman, or serves as the ad- 
vance man for the national sales- 
man. They are both good workers. 
Wise advertisers will use them.”’ 


IN THE CHICAGO MARKET IT’S WMAQ OR WENR 


“Chicago is the market place for Northern Illinois, Eastern lowa, most of Wisconsin, Western Michigan and 
Northeastern Indiana. People within this area are Chicago-minded. It is, therefore, natural for them to ex- 
pect the best from Chicago stations. For that reason, stations WMAQ and WENR lay claim to potential 
circulations in excess of 2,250,000 radio families . . . more than a tenth of the nation’s radio population. 


This is an empire in itself, worthy of ‘that added punch’ to any national campaign.” 


IN WASHINGTON IT’S 
~ WRC OR WMAL 


IN NEW ENGLAND IT’S 
WBZ—WBZA 


“New England is a section distinct from any other in 


IN THE TRI-STATE REGION IT’S KDKA 


“Western Pennsylvania has a spec’al claim on radio for it was here that 
broadcasting was cradled. It was here that the pioneer broadcasting sta- 
tion of the world was established, when Pittsburgh was the favorite DX 
objective of listeners far beyond the horizons of any normal market. 
Power, prestige, and one of America’s most potent markets gives KDKA 
an unsurpassed opportunity to provide ‘that added punch’ for national 
advertisers on the network, and a must on numerous spot campaigns.” 


IN THE METROPOLITAN 
AREA IT’S WEAF OR WJZ 


“New York is the champion of all markets. 
Furthermore it is the capital of the adver- 
tising world. It is in a class by itself. From 
a radio viewpoint, stations WJZ and WEAF 
are to New York what Broadway is to New 
York in the amusement world. Surely with 
stations of such prestige at the command 
of advertisers, it’s a good bet to use them 
for ‘that added punch’.” 


: “~ P is ; 


IN NORTHE 


“What is it worth to reach more than a million radio families, almost 
one twentieth of the entire radio circulation of the United States? 
Cleveland's WTAM was found to have such a potential audience in 
the NBC circulation studies made for all stations on the network. Serv- 
ing a section where industrial payrolls are climbing higher, WTAM, by 
furnishing ‘that added punch’, gives advertisers contact with purchas- 
ing power of increasing strength.” 
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IN THE “GREAT 
NORTHEAST“ IT’S WGY 


“Schenectady, home of the General Elec- 
tric Company, has long been regarded as 
a fountain-head of electrical marvels. 
WGY keeps upper New York State in 
intimate daily contact with Schenectady. 
Worthwhile demonstrations of the advan- 
ces of the art of broadcasting are put on 
the air, keeping alive this interest. This 
maintains for WGY a prestige among the 
760,800 radio families not only in the 
immediate market of Schenectady, Albany 
and Troy, but in the thickly populated 
area within the normal listening range of 
the station. What a place for utilizing 
“that added punch’!” 


IN THE MID-ROCKY MOUNTAIN 
REGION IT’S KOA 


“When a fifth of the population of a great city 
turns out to celebrate the opening of new 
broadcasting studios, no better evidence is nec- 
essary to demonstrate the fact that the city is 
sold on radio and sold on'the particular station. 
On December 15, such a demonstration took 
place in Denver when KOA opened its new 
downtown studios in a building which Denver, 
with intense local pride, refers to as ‘Denver's 
Own Radio City’. Sixty thousand Denverites 
turned out for the gala event.” 


m. wo 
RN OHIO IT’S WTAM 


“Cities like Washington where one newspaper has 
built up a lineage surpassed by but few other 
Ameri papers, demonstrate that a great 
many advertisers recognize the necessity for ‘that 
added punch’. By this token, stations WRC and 
WMAL have increased their volume of local and spot 
business year after year; much of it in providing 
“Ghat added punch’ by supplementing not only 
network prog 


but advertising in other media.” 


the United States. It has its own traditions and view- 
point. New Englanders have a firm, unshakable'belief 
that the United States is the greatest nation in the 
world; that New England is the best part of the nation. 
National campaigns, therefore, are effective here, but 
‘that added punch’ can best be given by New England's 
oldest station, WBZ, which, broadcasting in synchroni- 
zation with its satellite WBZA, covers the bulk of the 
New England market.” 


IN NORTHERN CALIFORNIA IT’S KGO OR KPO 


“Improvements in communication are not experienced by a very large 
percentage of the California population. Broadcasting, however, is the 
common experience of a great proportion of the residents. Hence it is 
sound psychology for advertisers with Pacific Coast distribution to push 
their programs through to the coast. Nevertheless, Californians feel that 
they are somewhat apart. While they may be grateful for the programs 
of eastern origin, ‘that added punch’ given through stations KGO and 
KPO for the special benefit of Californians completes the picture.” 
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LIGHTNESS, ACTION PERSONIFIED BY PHOTO 


The aged darky with his ancient nag and jug of Green River whisky, 

once a familiar sight, appears again in each piece of newspaper copy 
; in a new campaign reviving the old brand. Oldetyme Distillers is the 

Judd Payne, Associated Business advertiser, with Pack Advertising Agency, New York, in charge. 

Papers headquarters chief, and 

B. C. Bowen, "Boot & Shoe Re- 
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golf tournament. 


: SHELF APPEAL 
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Denver, 

lenver's Art Displays, Inc., New York, designed this three-dimension window 

werites display tying up with the arrival of the Normandie. The figure is 

covered with various types of cloth to represent the conventional 

sailor's costume. N. W. Ayer & Son, Inc., is the agency. 
SUBTLE APPEAL USED FOR PARIS GARTERS 


The carefree rapture of barefootedness has been caught in this 
photograph for United States Shoe Company, Cincinnati, which was Attractive new container for V8 
made by Grancel Fitz Studios, through Ralph H. Jones Company. Vegetal, product of Frederick 
The photo was one of 175 exhibited by Photographic Illustrators, Inc., Stearns & Co., Detroit, which was 
at a show at Saks-Fifth Avenue, New York, which closed last week. developed by Owens-lllinois. 


PITCHED BALL LIGHTS KELLOGG SPECTACULAR IN PITTSBURGH 
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ri on Cy Blanton, Pirates’ pitching acé,° started this Pittsburgh semi-spectacular for Kellogg off on the right 
0 foot when he pitched a ball at a target below the board and thus completed the lighting circuit. 
_ (Story on Page 10.) 
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One of the new Paris garter window displays, in which the “keep | 
" idea is stressed. i i 
cool” idea is The product is shown only by implication. mm XUA 
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ADVERTISING AGE June 24, 1935 


SUSTAINED FLIGHT 


A short short story 


Esquire knows no summer lull= 
circulation is still climbing stead- 
ily, with no forcing methods of 
any kind at any time, no cut rate 
offers, no premiums, no sales 
crews, no special inducements 


of any nature whatsoever. 


Esquire’s net paid circulation now exceeds 230,000 


(.g WUT. 


AZINE FOR MEN 


@ 366 Madison Ave... New York City 
| 50c PER COPY $5.00 PER YEAR 
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